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Iu this Tesue... 


. are several hours of reading, 
well worth your busy time. Exclus- 
ively, and for the first time in any 
trade paper, N.B.G. presents a 
study of canned soft drinks from 
the dealer’s and the consumer’s 
viewpoint. Selected for this anal- 
ysis was the city of Philadelphia 
and surrounding territory, which 
after Los Angeles, is the largest 

; ! center of canned soft drink market- 

of beverage flavors which has made ALVA” ing. The study was made by staff 

tee | editors, and presents the facts as 

of successful bottlers everywhere... . * 00s ‘ |. they are, with no punches pulled 
and no undeserved “apple polish- 

ing’. While it’s by no means the 

BIRCH BEER ‘i M 53 ” 08 pai word on mis recent packaging 
wa %, evelopment, which is changing 

CHERRY UME Pt. | from day to day, it is the first time 
CHERRY (BLACK) ; IGE % Pe | unbiased attention has been given 
annie cogau : : : | we new package on the level which 
“4 ‘. | will ultimately decide its destiny. 


COCOA CREAM 









A roundup of another subject of 
great current interest is also in 
this issue. In Baltimore, Md., two 
months ago, the 80c price was 
kicked out by all but one bottler— 
with other bottlers in the State fol- 
lowing suit. Coupled with the hand- 
ful that courageously raised prices 
at one time or another in the past 
three years, Maryland now joins 
the States where the old price is a 
rarity or non-existent. Our article 
checks on the outcome of the price 
move and finds a very healthy pic- 
ture. 


Aa fe. ES a Other features in this issue de- 
ate ae oe « 5 ie ; ars scribe and picture a bottling com- 
rie : | pany celebrating its 50th anniver- 

sary and opening up a big, beauti- 

ful new plant to mark the event; 

one more in our money-saving 

series of articles on bottlers’ ac- 


counting; a check-list of equipment 
performance to insure smooth peak- 
season operation; and other articles 
too numerous to mention here. 
“Kiver to kiver’” reading of the is- 
sue would be time well spent. 


May, 1954 





TALK OF 


Price Front Developments 


Price increases popped up in widely scattered 
places in the country during the past few weeks. 
The big news was made in the New York City area, 
where the Coca-Cola Bottling Co. of New York, 
whose franchise covers an area with over 15 million 
people (see illustration below) raised its prices to 
$1.20 on (from $1.00) April 12. This is the highest 
Coke price in eastern markets. All plants in the 
chain were involved. 

Virtually surrounding the New York metropoli- 
tan area, four Pepsi-Cola bottling plants raised 
prices during April on the 12 ounce to $1.40. The 
plant at Garden City, Long Island, raised prices April 
12; New Rochelle, N. Y., April 21; Asbury Park, 
N. J., announced its increase to dealers on the 21, ef- 
fective April 28, and Newburgh, N. Y., about sixty 
miles north of New York City, also made its new 
price effective April 28. Their 8-ounce Pepsi remains 
at 96c and Asbury Park’s Tru-Ade was also unaf- 
fected. 

Retail prices are 6 for 43c or 44c, with single 
bottle sales at 8c in Garden City territory; 10c in 





Territory of 
The Coca-Cola Bottling Company of New York, Inc. 
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THE TRADE 


Asbury Park, which is a resort city. These are the 
first $1.40 prices for splits to appear on the eastern 
seaboard. 


The wide spread of prices between featured brands 
of carbonated beverages in the San Francisco and 
Northern California area has been narrowed some- 
what by the increase made in prices on Coca-Cola 
bottled in company-owned plants. Plants affected 
are those in San Francisco, Oakland, Pittsburg, 
Hayward and Eureka. At the same time, prices 
were advanced by Seven-Up bottlers in San Fran- 
cisco and Oakland. The new prices for the small 
bottle are $1.00 a case, instead of the price of 90 
cents that has been in effect for years. The retail 
price has also been increased on carry-home packs 
of six bottles, this now being 33 cents, instead of 
29 cents. 

Most other bottlers in the territory have made 
two changes in price in as many years. The first 
advance was to $1.20 a case, but quite recently this 
price was upped by all but a few to $1.35. Whether 
consumption has been affected by the increases is 
an unsettled matter with the trade. Prices on quarts 
are fairly well established at $1.65. 


Scientists Tackle Sugarless 
"Sugar" Study; Issue Seen Far-reaching 

Work on the far-reaching investigation of artifi- 
cial sweeteners is already under way with a tech- 
nically high-powered committee of the National Re- 
search Council conducting the project. Two meet- 
ings have already been held. The prime function 
will be to frame a statement of principles which will 
guide Food and Drug Administration in its own 
regulatory work in the growing number of fields 
where sugarless sweeteners are used. 

FDA asked for such guidance specifically in the 
dietary food field. This is no narrow field. Involved 
are such touchy problems as beverages where sugar- 
less beverages are being offered on almost as broad a 
basis as any of the traditional drinks. 

The NRC committee, drawn from members of its 
Food and Nutrition Board, plans to consider the 
role of sweeteners under such headings as their 
effects on general nutrition, the need for medical 







supervision and prevailing, retailing and advertising 
tendencies. Included on the agenda is a discussion of 
the “loaded” topic of standards of identity. 

NRC spokesmen say the job will take months at 
the committee level with the full membership of the 
Board expected to review the recommendations be- 
fore they are passed on to FDA. 


Proposed Soft Drink Taxes 
Killed in Three States 


Legislation that would have imposed additional 
taxes on soft drinks in three states has been killed 
in recent weeks. 

A bill introduced in the Kentucky legislature pro- 
posing taxation at the rate of one cent per 12-ounce 
bottle and 75 cents per gallon of fountain syrup 
died with the adjournment of the legislature in 
March. 

In Mississippi, House Bill 371, which asked a 
20 per cent levy on each soft drink, died in commit- 
tee. Also dead is a proposed tax in Maryland that 
would have put a tax of %-cent per bottle or can 
on beverages sold in non-returnable containers not 
secured by a deposit of at least two cents per pack- 
age. 


Glass Strengthened by Silicone 
Treatment 


A new silicone treatment for bottles that sub- 
stantially reduces breakage in filling and shipment 
was announced jointly by General Electric Com- 
pany and the Brockway Glass Company. A coating 
of General Electric’s SM-70 silicone emulsion re- 
duced breakage in the bottle-filling process to 0.014 
per cent, a drop from the normal 0.1 to 0.3 per cent 
breakage level, according to six-month test results 
released by the Brockway Glass Company. Brock- 
way produces food containers: beer, wine, beverage 
and pharmaceutical ware. 


Study Finds Independent Supermarkets 
Are Getting Bigger 


Independent grocers had a sales gain in 1953 of 
$990,000,000 over the previous year, according to an 
annual survey report made by the Progressive Gro- 
cer magazine. Total independent sales (including 
food sales of general stores and delicatessens) in 
1953 were $22.2 billion—twice the sales of 1945 and 
four times the sales of 1939. 

While the independents’ percentage gain in 1953 
(4.7%) was not quite as large as the chains’ (6.9%) 
the independents’ dollar gain was slightly larger 
than the chains’. 

According to the survey, independent grocers did 
64.1% of the grocery store volume in 1953; the 
chains 35.9%. This compares with 65.5% and 35.5% 
respectively in 1952. All figures of this survey are 
expressed in terms of new definition: Chains are 











companies of 11 or more stores and independents 
are companies with from 1 to 10 stores. 


Ohio Bottlers Announce New Officers 


The Ohio Bottlers of Carbonated Beverages, Inc., 
has announced the election of the following officers 
by the Board of Directors: 

President, J. Cromer Mashburn, Coca-Cola Bot- 
tling Works Co., Cincinnati; Vice President, Henry 
O’Neill, Seven-Up Bottling Co. of Columbus, Col- 
umbus; Treasurer, Harold Schottenstein, Pepsi- 
Cola Bottling Co. of Columbus, Columbus; Secre- 
tary, Mary Lou Marlay, Columbus. 

Elections were postponed at the last convention 
meeting of the Ohio Bottlers because of the failure 
to seat a quorum of the Board of Directors. 


Pepsi-Cola Reports First Quarter 
Income for 1954 


The Pepsi-Cola Company and its consolidated 
subsidiaries had an estimated consolidated net in- 
come after taxes for the first quarter of 1954 of 
$580,000 or approximately 10 cents per share, com- 
pared to $594,000 or approximately 10 cents per 
share for the first quarter of 1953, according to 
an announcement by Alfred N. Steele, president. 


Mr. Steele also announced that Pepsi-Cola Com- 
pany’s sales continue to gain, showing substantial 
increases both in domestic and foreign markets. He 
pointed out that for 43 consecutive months, start- 
ing with September 1950, reported case sales of 
Pepsi-Cola both in the United States and abroad 


SPRIG—NEW SOFT DRINK INTRODUCED 


Nesbitt Fruits Products Inc. has formulated a 
new soft drink and mixer called “Sprig” for 
the Sprig Sales Co. of Los Angeles. This new 
product is a blended combination of fresh 
citrus flavors and is bottled in green 7-ounce 
and 28-ounce bottles. Sprig has already been 
franchised in several major markets. 


have increased each month over the corresponding 
month of the preceding year. 


New Entry in Canned Soft Drink Field 

With an investment in plant and equipment that 
will probably reach the million dollar mark within 
the year, Maurice B. Frank, president, has made 
known the entry of his newly organized Van Merritt 
Beverage. Company of Burlington, Vt., into the 
canned soft drink field. 

The soft drink enterprise is the second of his 
business to carry the name “Van Merritt.” The first 
is the Van Merritt Brewing Company, also located 
in Burlington, Wisconsin. 

Mr. Frank indicated that his soft-drink operation 
would be in full production during the first week in 
April and that initial shipments were scheduled for 
that time. He stated that a substantial number of 
Van Merritt distributors had already been ap- 


pointed. 

According to Mr. Frank, the basic group of soft 
drinks that his Van Merritt Beverage Company is 
producing in twelve-ounce lithographed cans in- 
cludes popular flavors like Orange, Root Beer, 
Grape, Wild Cherry and a Chocolate Malted Milk. 


More Can News 

Bev-Rich, Inc., Philadelphia, has entered a mar- 
ket outside its home territory with the introduction 
of its line of canned soft drinks in Cleveland. Full 
page newspaper ads and 12-week radio and TV spots 
are scheduled. Similar distribution is planned for 
Washington, Baltimore, and New England, with 
like campaigns. 

Angelo Campodonico, of Belfast Beverages, Inc. 
and the Pepsi-Cola Bottling Co., both of 640 Valen- 
cia St., San Francisco, Calif., and who likewise has 
large brewery interests, says that while his car- 
bonated beverage firms have installed a canning 
line, efforts so far have been largely along experi- 
mental lines. 

“There is no telling what the results of market- 
ing carbonated beverages in cans may be,” he said, 
“but we want to find out for ourselves. When beer 
was first canned it was considered a novelty, but 
finally found its place and now seems to be a fixture. 
If this is to be true with soft drinks we want to 
get an early start.” 

On the supply side, the Pacific Can Co. has started 
to build a new plant in Sunnyvale, California, so 
it will have space in San Leandro to boost its pro- 
duction of cans for soft drinks. 


Footnotes 
The Canton Repository, a Canton, Ohio, news- 
paper, publishes a survey which shows the most 


GRAPE 
Soda 


ss —— 


NEW SOFT DRINKS IN CANS 


Distribution of these new flavors in Mason's Beverage 
Company's new soft drink package will cover the states 
of Illinois, Indiana, Wisconsin and Iowa. The Mason 
Products Company of Detroit will also can the four flavors 
and market them through Michigan and part of Ohio. 





widely distributed soft drink in town is Coca-Cola, 
which is placed in 96.4% of 510 of the 517 stores 
in the Canton area. Next in line is Pepsi-Cola, with 
a 92.7% distribution. Seven-Up had 88.8%; Golden 
Age 80.2% and Canada Dry, 73.7% distribution... . 
Continental Can Company last month ran a four 
color, two page advertisement in many business 
papers in which the copy and illustration (of two 
youngsters playing cowhands) stressed its “first” 
entry into the field for cans for “soda pop”. 


The Pepsi Cola Company, through Biow Co., 
have renewed 13-week contracts with WCBS Radio. 
Effective March 15, Pepsi Cola will continue its 
order of 27 station breaks a week. . . . Loss leading 
in Texas supermarkets, with Coca-Cola as the key 
product, is still going on, with prices for 12 bottle 
cartons ranging from 19c to 39c. . . . The Revenue 
Department of the State of Pennsylvania has re- 
versed itself on its ruling that 30% of bottles and 
cases purchased by soft drink bottlers are exempt. 
Letters were sent out from the Sales and Use Tax 
Division of the State to glass companies and others 
to whom they gave notice of the 30% exemption, 
stating that the exemption is no longer allowed, 
effective February 1. . . . The American Dental 
Association jumped with both feet on Bristol Myers 
(Ipana toothpaste) for claiming in ads that “now 


”” 


you can eat the sweet things you like”, providing 
you brush your choppers three times daily with 
“new white Ipana with WD-9”, because the ADA 
insists that “consumption of sugar-containing prod- 
ucts is strongly discouraged by the dental profes- 
sion.” This opinion is not news, of course. What 
we'd like the dentists to tell us is how to stop 
eating sugar-containing products—without stop- 
ping eating altogether! 
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How many of these savings 
would you like to have ? 





The "Built-in Expansion” of Cem Fillers makes possible worth- 
while savings in operating costs. By using refrigeration during 
the hot summer months you can run at top speed and have a 
smooth, efficient operation with low bottle breakage, savings 
on CO» gas, less wear and tear on machinery. When demand 
drops off, your Cem will give you all the production you want 
with minimum cooling. You save oil, electricity, labor. Find 
out how you can have a Cem Filler saving money 
for you this very summer. 


CROWN CORK & SEAL COMPANY, INC. 
Machine Sales Division @ Baltimore 3, Maryland 


CEM riters 


4-20 e 6-28 e Super Cem 50 





Bottlers the world over have invested in nearly 2000 CEM FILLERS . . . such approval must be earned 
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KEEP UP A 
HANDSOME FRONT 


== Tremendous wet strength . . . printed surfaces that 
7) ° 

at look better longer . . . extra toughness to resist the 
PG fs rough-and-tumble of many round trips. These are the 


iad reasons why so many important bottlers consistently 
; use Gaylord Carriers. 
aes | : 


The secret behind these reasons for preference lies 
in the exclusive features of Gaylord Solid Fibre 


Board. Both the kraft and the adhesives used for its 






lamination are protected by U. S. Patents*. 








Invest in the quality and superiority 
of Gaylord Carriers. Call your nearest 
Gaylord sales office. 


Gaylord Container Corporation 


General Offices: SAINT LOUIS 
SALES OFFICES: COAST-TO-COAST 


*U. S. Pat. No. 2601114 





CORRUGATED AND SOLID FIBRE BOXES + KRAFT PAPER AND SPECIALTIES + KRAFT BAGS AND SACKS « FOLDING CARTONS 





Timely Tax Topics 











Cutting Payroll Work 








Way paved for simplified recording and payment of 


withholding and social security taxes 


by DAVID C. ANCHIN and 
JULIAN S. H. WEINER 


@ onreary to popular belief, the 
Commissioner of Internal Revenue 
can be sympathetic to the needs of 
business. For example, a special ruling 
has paved the way for labor savings in 
the course of payroll preparation. This 
ruling permits employers to deduct 
withholdings of income tax and social 
security tax in one amount, instead 
of listing these deductions separately. 
Combined withholding tax tables, 
which are necessary for this purpose, 
can usually be obtained at a nominal 
cost from companies selling bookkeep- 
ing machines and systems. 


Advantages of New Method 


By use of this combined withhold- 
ing chart, bottlers could skip the fol- 
lowing payroll steps: 

1. Determination of the social se- 
curity tax either by calculation or by 
reference to a chart. 

2. Recording the social security de- 
duction on the various payroll records, 
such as the time clock card, payroll 
register, etc. 

3. Subtracting the social security 
figure from gross wages to obtain the 
net salary. 

4. Adding a social security column 
in the payroll register. 

5. Recapping and proving social se- 





David C. Anchin, C.P.A. and attor- 
ney, is a partner of the firm of 
Anchin, Block & Anchin, a New 
York firm of certified public ac- 
countants. Mr. Weiner, also aC.P.A. 
and attorney, is associated with the 
firm. Both authors have written ex- 
tensively on the subject of federal 
taxation. 

This article is part of a series on the 
subject of tax savings for bottlers 
of soft drinks. 
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curity deductions posted to employees’ 
earnings records. 

In addition, the recommended 
method would eliminate a mathema- 
tical operation when an employee’s pay 
straddles the $3,600 mark, since the 
combined deduction would be used un- 
til earnings exceed this figure. Any so- 
cial security tax withholding in excess 
of the maximum of $72 would auto- 
matically be included and reported as 
part of the income tax withheld. This 
feature would also avoid the necessity 
for making refunds to employees in 
respect to social security tax deduc- 
tions on earnings in excess of $3,600. 

In short, the proposed system will 
speed the preparation of payrolls and 
reduce the opportunities for error. 


Preparation of Payroll Tax Returns 
under Proposed System 


As a result of merging the two tax 
deductions into one figure, social se- 
curity and income tax withheld would 
no longer be reflected separately in 
the books of account. This data, how- 
ever, would still be required for the 
quarterly payroll tax returns and the 
annual W-2 statements. Accordingly, 
it would be well to explain the prepara- 
tion of these reports under the new 
system. 

As indicated previously, the com- 
bined withholding tax and FICA (so- 
cial security) deduction would be en- 
tered in one column in the payroll 
register. At the end of the month, the 
total of this column should be posted 
to a liability account which can be 
captioned, Combined Withholding Tax 
and FICA. 

The combined liability would be dis- 
charged as heretofore, by either or 
both of the following: 

(a) Monthly payments to an au- 
thorized bank when the amounts with- 
held exceed $100 a month. 

(b) Quarterly payment to Director 
of Internal Revenue for the amount 
due as shown on the quarterly Form 
941. 


Preparation of Form 941 

In preparing this form, the FICA 
liability would be determined by tak- 
ing 4% of the taxable wages (2% 
representing the employer’s portion 


and the other 2% representing the 
employees’ share). 

The income tax withheld would be 
obtained by deducting 2% of the tax- 
able wages from the total combined 
withheld tax liability for the quarter. 


In effect, therefore, the FICA liabil- 
ity would be ascertained in the aggre- 
gate by way of a single calculation to 
be made at the end of each quarter. 


Preparation of Form W-2 


For purposes of Form W-2, the 
FICA and income tax withheld must 
be shown separately for each employee. 
This individual data would be deter- 
mined, as follows: 

(a) If the total wages paid equals 
or exceeds $3,600, the FICA tax with- 
held would be $72 (2% of $3,600, 
which is the maximum earnings sub- 
ject to tax). 

(b) If the total wages paid are less 
than $3,600, the FICA withheld would 
be obtained by computing 2% of the 
total wages: 

(c) In either case, the income tax 
withheld would be determined by de- 
ducting the FICA tax from the total 
of combined taxes withheld during 
the year. 

Accordingly, under the _ proposed 
system, each employee’s FICA tax 
would be determined by a single calcu- 
lation at year-end instead of being 
determined individually at each pay 
period. This would substantially re- 
duce the time usually devoted to pay- 
roll work. 


Installing the System 


Commencement of the system at the 
beginning of a calendar year would 
offer no procedural difficulties, since 
the routine would be uniform through- 
out the year. However, if the system 
is initiated in mid-yeat, FICA and in- 
come tax deductions will have been ac- 
cumulated separately for each employe 
until that point. In this case, the mer- 
ger of the two deductions into one 
figure, on both the employees earnings 
cards and in the related general ledger 
accounts, would pave the way for im- 
plementing the new system. There- 
after, the routine would correspond 
to the operations described previously. 





For quality-controlled flavors 


PRESSURIZED BLENDING 
FOAM-REDUCING TREATMENT 
ULTRA-REFINING | 
GUARANTEED UNIFORMITY 





WRITE FOR FULL INFORMATION 


V-ef: Hatns amm, Ine. 


329 CANAL STREET NEW YORK his 





A COMPLETE LINE OF FLAVORS FOR EVERY NEED. 
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TRIED... 
TESTED .. 
PROVEN 


VOLCKENING 


Pioneers. Again 
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A close-up of the earthenware bottle, 
believed to be one of the originals 
used by the Peter Schille Co., Col- 
umbus, Ohio, beverage bottlers, al- 
most ninety years ago. The bottle 
was presented by Owens-Illinois 
Glass Co. to Edward Wagner, presi- 
dent of W. T. Wagner's Sons Co., 
Cincinnati. 





NYLON 
‘“WIRELESS”’ 


Bottle Brushes 


Non-Carbonated 


SOFT DRINKS 


VITAMIN C - DEXTROSE ENRICHED 


Lemon-Lime 


NO DEPOSIT « NO RETURN 


Promotional costs in selling a newly- 
packaged product like soft drinks in 
cans is heavy, as may be expected. 
Above is one of the ads in the Mis- 
sion campaign appearing in Los 
Angeles newspapers. 











GYPSY “MAGIC” AT 
BOTTLERS’ MEETINGS 


Leonard M. Green, Dr. Pepper Company 
president, headed up the team of execu- 
tives-turned-magicians in the series of 
coast-to-coast meetings which were used 
to dramatize the 1954 merchandising and 
sales promotion program of the company. 


i soft drink 
made from ved/ oranges 


A group of nine national magazines 
will carry Nesbitt’s advertising. Mag- 
azines include general, farm and 


chain store papers. 


According to John T. Hunsaker, vice 
president of the Nesbitt Company, 
this is the 14th consecutive year the 
company has used national maga- 


zine advertising. 
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Price it and see! Our new ‘‘Hi-Load’’ 
pallet body gives you MORE conven- 
iences in loading and unloading than 
earlier body designs which put the load 
down around the wheels...yet it costs 
LESS! 


How? By putting the driver within 
arm’s reach of every case in the body 
without altering the truck chassis. It’s 
easy as he stands on the hinged plat- 
form which runs the full length of both 
sides of the ‘‘Hi-Load’’ body. With the 
Retracto-Step, there’s no need to bring 
the load down to him, as other body 
designs do. So, you don’t pay the cost 
of built-in wheel boxes or chassis al- 
terations! 


The new “Hi-Load” means savings 
in other ways, too. Because the chassis 
hasn’t been changed, you get a better 
trade-in on it when the time comes. 
You also get more carrying capacity. 
And, of course, you can load the pallet- 
type ‘“‘Hi-Load’’ more quickly and eco- 
nomically, using a fork lift. And your 
driver handles his cases faster, easier, 
and safer when he is out on his route. 
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.. cavers you haudreds of dollars! 


HESSE ‘HI-LOAD’ PALLET BODY WITH REVOLUTIONARY 
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FAMOUS HESSE DECK-TYPE BODIES 
WITH EXCLUSIVE UNDER-DEK DOORS 


These are the bodies that have made Hesse a famous 
name with bottlers. All steel, welded construction, deck 
sections with no-jam case-runs all the way across the 
body, corrugated roofs for extra carrying capacity and 
greater strength. Lowered load permits route man to 
handle cases from street level. Exclusive Hesse Under- 
Dek Doors protect the load from weather, accident or 
theft, yet the truck can be operated open (doors in) at 
any time. Folded up into the body at the flick of a 
finger, they give easy access to cases. Folded down they 
make your truck a billboard everywhere it goes. 

HESSE DECK-TYPE BODIES also available with Con- 
ventional Hinged Doors and Open, with no doors. 


EXCLUSIVE HESSE RETRACTO- 
STEP platform brings every case 
in easy reach; folds up against 
side of body when not in use. 
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SAVE ON DELIVERY— 


Buy chassis and body through your local truck dealer. 1. We will mount 
your choice of body on chassis consigned to us in K.C. and deliver com- 
plete unit or hold for your pick-up. 2. We can ship any Hesse body 
knocked down in a few pre-fabricated parts for mounting by your dealer. 


Write, wire, or phone collect for prices and FREE descriptive literature today. No obligation! 


Better truck bodies for over half a century.. 


1720 Cherry Street 


Kansas City 8, Missouri 
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W acta, 


To the Editor: 


The April issue of the National Bottlers’ Gazette— 
Page 3—has an article referring to the change in 
the Bottling Law in Maryland as it affects the use 
of artificial sweeteners in carbonated beverages. 


You likewise mention Senate Bill No. 96 and de- 
scribe it as a discriminatory State Revenue measure 
intended to erect State barriers against non-resident 
I know that you want to publish the 


bottlers. facts 


as they are and your statement is incorrect. 


The State of Maryland, since the year 1921, has 
had a law requiring a fee of $25.00 to be paid to the 
State Board of Health by bottlers within the State 
of Maryland. It has also required bottlers from out 
of the State to pay a fee of $5.00 per flavor—with a 
maximum payment of $25.00. You can therefore 
see that out-of-State bottlers are at no disadvantage 
whatever competitively with in-State bottlers. 


Many States have laws requiring out-of-State bot- 
tlers to pay license fees in keeping with those paid 
States. 
Maryland, for instance, is completely surrounded by 
four States—Virginia, West Virginia, Pennsylvania 
and Delaware 
State bottlers. 


by the bottlers paying taxes within those 


all of whom charge a fee to out-of- 


The purpose of this is to permit the State Boards 
of Health, in whatever State the law is effective, to 
have some control on the products consumed by the 
citizens of the States involved. The only difference 
in Senate Bill No. 96 and the former 
the old law is that before issuing a license to out-of- 
State Maryland now is in a position to check the 
product coming into the State and retain to itself 
the right to protect the State of 
Maryland. 


citizens of the 


Abraham Lapides, 
Suburban Club Carbonated Beverage Co., Inc. 
Baltimore, Md. 


To the Editor: 
Many bottlers today feel they are being attacked 
home syrups, even 


on all fronts. Cans, diet drinks, 


dentists are all sniping at an industry that has never 
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wording of 














in its history been confronted with a similar situa- 
tien. 


Some plant owners or managers are confused to 
the point of panic. They believe that between all 
the attacking forces, their business is going to fold 
up. They don’t know what to do—and are doing it. 
Other plants are going into every new method or 
package that appears. They feel they must handle 
or produce canned goods plus diet drinks and a line 
of home syrups to keep their business going. 

The majority of the plants are watching all de- 
velopments. Not discounting what is going on, but 
watching to see what pattern the picture falls into 
so they can take the most effective action. This type 
of management usually is doing everything possible 
to sell their own bottled, sugar-using drinks. 


For example, a plant owner recently asked me if 
we could give him some copy and layout ideas on 
telling his customers why they should buy bottled 
soft drinks instead of canned soft drinks. He had 
a story to tell that every bottler should be telling. 

The consumer does not know or care about your 
problems. His or her interest is self-interest, so 
that is what the selling should be aimed at. If bot- 
tled soft drinks quality is better than canned soft 
drinks and less expensive, let’s tell the consumer. | 
don’t recommend any comparison copy, but only 
stressing why soft drinks in bottles are good, how 
the returnable bottle saves them money, why sugar 
in soft drinks is beneficial. 

There are plenty of good things to say for bottled 
soft drinks and saying so at the local level by a local 
business man is effective. If you let the other fellow 
have the floor exclusively, your voice will never be 
heard. 

John T. Hunsaker, 
Nesbitt Fruit Products, Inc. 
Los Angeles, Calif. 








The medical officer was testing the water supply. 
“What precautions do you take against infection?” 
he asked the sergeant-in-charge. 

“We boil it first, sir,” said the sergeant. 

“Good” 

“Then we filter it.” 

“Excellent!” 

“And then,” said the sergeant, “just for safety’s 
sake, we drink soft drinks.” 


Twitchell Talks 
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delicio | satisfying to the thirs ty palate, 
ant and exciting to the taste, that Cream Soda 


is literally incomparable when made with 


Red Seal flavors. 
Write For Samples 


Quick Shipment! Every order received before noon is shipped the same day. 






2526 BALDWIN ST., 


Fruity Blend 1 oz. 


Vanilla Character 


No. 2, 1 oz. 


Vanilla Character 


Compound, 4 oz. 


$T. 


LOUIS 6, 









WARNER-JENKINSON MANUFACTURING CO. 


Manvfacturers of Certified Food Colors, Extracts, Flavors, Vanillas 
MO. 
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These Carry-Home Cartons are adapt- 
able to all soft drinks—printed in your 
own colors, with your own designs and 
trade-marks—or in special designs cre- 
ated by Gardner artists—really custom- 
made! 

Gardner Quality Carry-Home Cartons 
are exceptionally sturdy—constructed 
for multiple re-use on white, clean board 
that makes colors sparkle. And it’s a 
satisfaction to know that they are made 
by one of America’s largest, oldest 
packaging specialists— with five plants 
strategically located in mid-America, 
and backed by more than fifty years of 
specialized experience. 


4 Ute GARDNER QUALITY 


CARRY -HOME CARTONS 


Proof of all this is no further away than 
the coupon. Mail it today. 


THE GARDNER BOARD AND CARTON CO. 
<¢] Middletown, Ohio 


SAnONER® 


Please send sample and prices of your : 


(0 Six 6-0z., and 7 oz., returnable Carry-Home Carton 
(0D Six 10-0z., and 12-0z., returnable Carry-Home Carton 
(0 Have a Gardner representative call. 


Type of beverage for which Carton is intended 





(If you like, send a sample of your present carton for 
quotation, indicating quantities in which you purchase.) 


NAME 





FIRM 





STREET 





city STATE 














To Can 
Or Not To Can 


The facts about canning soft drinks, 
as determined after months of coast- 
to-coast investigation. .. . 





by J. W. (BILL) PIPES, 
Sales Manager, Consolidated Cork Corp. 


F’ scr, fiction, scuttle-butt or wishful thinking? 
Each in itself is important in any discussion for and 
against canned soft drinks. Nevertheless, all too 
many bottlers are jumping the gun, so to speak, so 
as not to miss the boat. What boat? Where to? And 
why? This move is not a pleasure trip and the 
traveler should know where he is going before he 
buys his ticket. 

I see many bottlers already in the ‘‘can business”, 
or rushing to get into it, without full knowledge of 
the difference in the mode of operation from their 
present successful way of doing business as a soft 
drink bottler. The changes in packaging, manufac- 
turing, product control, distribution, credit systems, 
personnel and merchandising from their present- 
day operation should first be considered before 
making such a drastic move. 

Soft drinks in cans are nothing new— it was tried 
years ago and several additional attempts were made 
up to date to produce a package that would be the 
answer to the complaints of present-day packaging 
in glass. Each attempt answered that problem to a 
degree and in some respect—packaging, deposits, 
throw away container, stacking, dealer and public 
convenience; but still unanswered are many ques- 
tions about quality control, distribution, economics, 
and others. 

Months ago a new package was presented to the 
metropolitan area of New York, later to spread to 
the central-eastern area, by Cantrell and Cochrane. 
(Continued on Page 52) 
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THE COVER PICTURE 


With the warm weather setting in, 
this scene will be repeated with in- 
creasing frequency as bottlers mul- 
tiply their service to the food stores 
of the nation. In the next eight 
months, about 600 million cases of 
soft drinks will flow to consumers 
through these outlets. 
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The Promise of Performance 


So ECAUSE the month is May, traditional start of a new season, because 
many people, impressed by the steady growth of the industry, are trying to 
project the future, and because speculation of this kind, in a favorable business 
climate is nerve-easing day dreaming, we predict 1954 as a year of promise for 
bottlers of soft drinks. ji 


Why? Because of past and present performances. 


There are many factors which lend support to the belief, but we'll touch 
on a few of the big ones, like the concrete fact that the majority of bottlers 
have attuned their operations to a sensible price. Where it is still not “right”, 
they are planning further changes. Each week, more bottlers forsake the old 
prices without a backward glance. This one move generates a whole series 
of others, each contributing further to the bottlers’ strength. The additional 
money provides the means of rehabilitating plants, expanding distribution, 
promoting and advertising the drinks—making daily realities of what were 
previously only dreams. 


Increasing numbers of bottlers have re-examined their operations and 
found room for new products, new packages, and the development of new 
areas of sales. The industry is digging into markets known to be there, but 
never before as well cultivated as now. And yet, this is only a beginning. 


The trade is striking back at its detractors, unafraid of their professional 
or industrial standings. 


It is buying more machinery, trucks, equipment, supplies and services 
and selling more soft drinks than ever before. 


It is meeting its management-labor problems with intelligence and under- 
standing of the human relations involved. 


The industry is maturing without ageing, moving ahead on all fronts 
that have a bearing on its affairs. 


That is why we say—this is a year of great promise. 









An Exclusive NBG 


Editorial Feature 
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How Are the Cans Selling? 


Growing interest in canned soft drinks indicated in Philadelphia 
area but bottles are still the favorite. . . Small grocers don't 
want "sleeping beauties" on their shelves. . . Distribution of 
canned drinks still too spotty for final evaluation. 


@ From the supermarket manager: 


“We like the ‘no return’ feature.” 


“Our handling costs are down when 
we sell canned soft drinks.” 


“They are easy to display and stack 
on the floor.” 


“Good-bye to bottle sorting.” 


@ The independent grocer says: 


“Soft drinks in cans... what are 
they?” 

“Will my customers come back to 
the store? Deposit bottles bring my 
customers back to the store for a 
second buying trip.” 

“My distributor doesn’t want to sell 


canned soft drinks—he claims the 
profit margin doesn’t pay.” 


“My customers don’t ask for 
. ” 
canned soft drinks. 


“We sell a few canned soft drinks 
but hardly enough to get excited 
about.” 


@ And the consumer: 


“I like to see what I drink, but 
’ . +. 99 
P’'m trying it. 


“Now I don’t have to worry about 
empty bottle clutter in my home.” 


“The flavor doesn’t seem to have 
the same sparkle as the bottle.” 


“My husband prefers canned soft 
drinks for his fishing trips.” 


“Cans are easy to store in a small 
refrigerator.” 


“We take canned soft drinks along 
on our picnics.” 





* * * 


An interim market report covering dealer and consumer buying 
of soft drinks in cans in Philadelphia, Camden and Trenton. 


4 sx any bottler to name the industry’s most 
vexing problem in the year ahead and he will un- 
doubtedly say, “canned soft drinks.” Rocketing out of 
obscurity to become a national question, the canned 
soft drink package has stirred interest across the 
country and has compelled bottlers in metropolitan 
areas on the Pacific and Eastern Coasts, and in the 
midwest, to sit up and take notice. Faced with this 
packaging innovation and its new marketing prob- 
lems, bottlers have indicated their interest and re- 
flected their concern at the various state conventions 
held throughout the country during the past year. 
Panel discussions revolving around the use of cans 
have highlighted many meetings as well as the small 
informal group gatherings. 

In an effort to appraise the market and to objec- 
tively evaluate the acceptance of canned soft drinks 
on the dealer and consumer levels, NATIONAL BOT- 
TLERS’ GAZETTE reporters visited 18 super markets 
and 41 independent grocery stores, and interviewed 
over 100 consumers in and near the cities of Phila- 
delphia, Pa., Trenton and Camden, N. J. The three 


cities chosen are the Eastern “center” of canned 
soft drink distribution, with at least five brands 
already on the market: Bev-Rich, C&C’s Super, 
Booth’s, Frank’s and Canada Dry (in the Norris- 
town area). Important phases of display, dealer and 
consumer attitudes, the current picture for canned 
soft drinks were observed. 

It should be noted that in making this survey, no 
attempt was made to evaluate or compare the sale of 
soft drinks in cans to soft drinks in bottles, or to 
judge the displacement, if any, of bottled goods. 
The focus was on who is selling canned beverages, 
who is buying canned beverages—and why? 

This early check, made on an interim basis because 
of the relatively short time which has elapsed since 
the can introduction in these markets, is an exclu- 


sive NATIONAL BOTTLERS’ GAZETTE feature, offered 
to our readers who want to appraise the early impact 
of canned soft drinks in the light of current retail 
marketing practice. Subsequent market surveys in 
this area, and in others, will help to amplify the 
picture as it affects the bottlers, the retail outlets 
and the consumers. 


Super Market Management "Push" Cans 

To the majority of super market managers spot- 
checked in the Philadelphia, Camden and Trenton 
areas, the appeal of canned soft drinks is their 
elimination of the handling of deposit bottles and 
lowered labor costs. As one manager put it: “We 
need a full time clerk on duty on Thursday, Friday 
and Saturday just taking care of deposit bottles. 
Cans have helped to reduce this traffic and believe 
me, we are grateful.” Another manager in the Phila- 
delphia suburban area added: “Our merchandise is 
priced on the thinnest mark-up to help us increase 
dollar volume. The expense and trouble of handling 
bottles and the added problem of breakage has never 
been helpful in keeping our operating costs down.” 

The impact of the new package, on the basis of 
store display was small—bottled beverages had the 
largest display areas by far in most stores, even 
though some store managers obviously gave the cans 
preferred position in order to “push” the package. 
Generally, both cans and bottles were displayed side 
by side, particularly when a common brand was rep- 
resented. Cans stacked on the flour were held in 
half units of the original shipping cartons. The 
original shipping cartons were also used to promote 
multiple unit sales. In some stores, cans sales have 
shown a sales rise, and managers have gone along 
by moving the can displays to the front of the stores 
where the consumer could not miss them. On closer 
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scrutiny, this “featuring” of the can frankly re- 
flected the store managers’ desire to eliminate the 
bottle handling problem, which is coloring a con- 
siderable amount of managerial thinking in the field. 6 
There was a feeling among the supermarket store : ie: " — ce : 
managers in the Philadelphia and Camden areas that q | | Bie yi A 3 
canned soft drink business this summer will be bet- ; Bide 
ter than last year. Expressions of confidence in the 
saleability of the package were widespread. No defi- 
nite preference for either flat top or cone top cans 
could be found among the food store managers. 
While the total sales volume does not begin to 
reflect any substantial portion of the total soft drink 
volume, it does show a growth in sales, especially 
since the introduction of additional brands. One 
large super market in Camden attested to sales of 
more than 80 cases per week, with continued in- 
creases since the store first started displaying 
canned soft drinks. Largest increases in sales are 
anticipated during the summer months, according 
to other local store managers. This may point to 
consumer preference for the canned package for 
picnicking, fishing and other related summer activi- 








ties, in addition to home use. 
Consumer Reaction 

Consumer demand for canned soft drinks is 
spotty, but seems to be growing. Today’s consumer 
thrives on convenience, and looks upon the canned 
soft drinks as just that—a convenience. This was 
established time and again, when consumers in 
Philadelphia, Trenton and Camden were queried 
concerning their purchase of soft drinks in cans. 
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In almost all cases, the “inconvenience” of storing 
empty bottles and returning them to retail stores 
for deposits proved to be a sufficient reason for 
trying the canned soft drink. Consumers already 
familiar with the canned beverage mentioned the 
advantages of easy storage in crowded refrigerators, 
quick cooling, and freedom from bottle returns as 
factors which outweighed the added cost feature 
(3-12 oz. cans retail for 29c). 

Because so much of America has found time to 
picnic, go fishing and otherwise enjoy the leisure 
created by the five day work week, the canned soft 
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When folks pause to enjoy your 
beverage at the gas station, they 
want it to taste the way you made 
it to taste, and they enjoy drink- 
ing it from glass—be it a tumbler 
or bottle. 


Drinks always taste better from 
glass, too, for glass gives absolute 


DURAGLAS CONTAINERS 
AN (D) PRODUCT 





Sass protects 


your beverage quality 


flavor protection—no metallic or 
waxy taste to change a beverage’s 
exclusive flavor. 

The visibility of glass makes it 
a salespackage and at the same 
time permits visual plant inspec- 
tion before your product goes to 
market. 





So give your beverage an attrac- 
tive glass package. Show off its 
color and sparkle in clean, clear 
glass. 

Duraglas bottles, the finest of 
all glass bottles, are faithful pro- 
tectors of your standards of 
quality. 


Owens-ILLINOIS 


GENERAL OFFICES - TOLEDO 1, OHIO 


drink appears to be finding a ready market for 
outdoor activities. As one shopper expressed it: 
“Soft drinks in cans is wonderful for a fishing trip.” 


Small Grocery Outlets Not Impressed 
With Canned Beverages 

The old saying, “you can’t do business from an 
empty wagon,” finds particular application in many 
of the small and independent grocery stores who 
are not stocking canned soft drinks in this area and 
are, in many cases, unfamiliar with the package. 
Distribution, always an important factor in effec- 
tively and profitably marketing a jyroduct, was 
spotty even in the largest stores and especially on 
the level of the independent grocery store. In many 
instances, the independent store proprietor hadn’t 
even seen a salesman who could explain what canned 
soft drinks were all about. Some outlets in the 
Philadelphia environs indicated that their local dis- 
tributor could not afford to handle small deliveries 
of cans and distributed only the bottled product be- 
cause of its higher markup. 

Consumer demand for the cans in the local neigh- 
borhood stores was very spotty. Dealers generally 
indicated that few people asked for the canned 
beverages and it hardly paid them to stock the cans. 
In the large shopping areas, well populated and 
served by one or more super markets, canned bever- 
ages in a variety of flavors were available. Gener- 
ally, the super markets offered one or two trade 
name canned drinks and in one chain the bottled and 
canned beverage by the same bottler (Booth’s) were 
displayed adjacent to each other. The consumer could 
select his favorite brand and flavor to meet his 
taste preferences, as well as his choice in package. 

Point-of-purchase displays for cans throughout 
the surveyed area were inadequate according to 
bottled beverage standards. Display advertising was 
generally home-made signs (such as a hand lettered 
price sign) and many of the super markets relied 
on the shipping carton and the lithographed can to 
do the selling job. In some store displays, the cans 
were prominently set up in aisles, and in others 
they had to fight for attention behind stacks of 
bottles and other merchandise. 

Emerging from this market analysis is the fact 
that a great deal of the “pushing” of the can on the 
distribution level is coming from the chain store 
operators. This was traced to five factors: 1—the 
lower profit margin in the product can only be 
supported by the big food operator. 2—there is a 
definite need for volume (consumers) purchases to 
make handling or stocking practical. 3—the cost of 
distribution is big, making small “drops” too costly. 
4—the impersonal relations with consumers of chain 
store managers as compared with smaller food es- 
tablishments is an impelling motive. 5—small gro- 
cers like people to come back with deposit bottles, 
(Continued on Page 79) 
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“Did not lose a single customer.” 
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The Story of a Price Increase 


W xn in mid-March a majority of 
the 18 bottlers in the city of Baltimore, 
Maryland, raised their prices to 96c 
for splits, from the prevailing 80c lev- 
el, followed by other bottlers else- 
where in the State,a new phase in the 
history of the industry in the Old Line 





HARRY PHILLIPS 


“Results were no worse than I expected.” 
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W. C. FRANKLIN 


“Hardly any dealer reaction 
to speak of .. .” 


— eee ee 








JOHN REGESTER 


ABE LAPIDES 


“We needed this a long time ago.” 


State began. Prior to this general ad- 
vance, about a dozen bottlers had pre- 
viously deserted the 80c standard 
(during the past three years), some 
of them finding it difficult to maintain 
their new prices in view of the lower 
competitive prices which existed in 
their territories. In fact, there are 
still a number of bottling plants op- 
erating under the 80c price, the chief 
and largest of these being the Coca- 
Cola Bottling Company in Baltimore. 


Three weeks after the latest price 
rise was instituted, National Bottlers’ 
Gazette surveyed the area and ques- 
tioned the bottlers as to the results, 
and the reactions of the State’s two 
and a half million consumers. Here are 
the bottlers’ reports: 


Phillips Brothers Corp., whose price 
increase affected its 8 ounce line of 
flavors, increased from 75c to 96c. Said 
Harry R. Phillips: “Sales dropped off 
15% in the first two weeks. My case 
was complicated by my 8 ounce bottle 
being in competition with 10 and 12 
ounce bottles elsewhere in the market. 
However, the results were no worse 
than I expected volume-wise, and it 
is already showing signs of being im- 
proved.” 


W. C. Franklin, Royal Crown Bot- 
tling Co. of Baltimore, reported his 
sales off 5% in the first three weeks. 
The price increase affected his 12 
ounce Royal Crown Cola and 10 ounce 
Nehi line. Said Mr. Franklin: “There 
is hardly any dealer reaction to speak 


LOU BARTELS 





“I lost one dealer and won't miss him.” 
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Sam Fitzwater’s straight-from-the-shoulder advice 
always makes sense to his bottler friends. And this 
time of year, Sam says, you'll be sure to “dig up” 
more business and higher profits if you'll use these 
two delicious Twitchell warm weather favorites as 
sales leaders: 


STRAWBERRY CREAM—A delicious flavor and a 
clear, colorful taste-tempting appearance make this 
item tops with thirsty folks. It bottles easily . . . sells 
quickly . . . increases demand. 


4 OZ. ROOT BEER — Here’s a perennial favorite at its 
best. A perfect blend of root and herb extracts. 
Caramel color added. It’s a sure best seller... and 
it’s easy to process, too! 


Sam Says: Mr. Bottler, to get these fine 
Twitchell flavors, just fill out and mail this 
handy coupon today ! 


Please send me: Fill my order for: 


[_]Samples of both Gallons Strawberry Cream 


Gallons 4-oz. Root Beer 


["]Send me Twitchell Talks 
(newsy 32-page magazine for bottlers) 


Firm Name a ated 
Street icc aadisicaditens 
City Zone State vapiiceaaie 
Signed by sccianislacaplog 
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of and since the price increase was 
long overdue, I have no doubts about 
the future success of the move.” 


His price increase had absolutely no . 
effect on sales, according to John Re- 
gester of the Garden Spring Bottling 
Works, Baltimore. “I did not lose a | ee 
single customer” he said. His price 
rise covered his line of 7, 9 and 12 
ounce flavors. Smilingly, he com- 


mented: “Several dealers told me ‘you 
should have raised the prices years 


<< tig, NOW FROM 


The Pepsi-Cola Bottling Co., Balti- 
more, raised prices on Pepsi-Cola 12 
ounce several years ago. Also operat- 
ing the Suburban Club Carbonated 
Beverage Co., prices on this plant’s 8 








ounce flavors were raised to 96c, and 
according to Abe Lapides, no adverse 
reaction was encountered. “We needed 
this a long time ago,” he said “and 
the additional revenue will be used by 





the bottlers throughout the State to 
help better promote and merchandise 
their beverages.” : 
Reporting no discernable drop in 
sales, Lou Bartels, Popular Club Bev- 





erage Co., Baltimore, added that there 
was no reaction among his dealers ex- 


cept for one customer—a bingo opera- 








tor—who had priced the beverages at 


retail at 10c for many years and was 





therefore disgruntled at having his 
profit cut. Popular Club’s 7 and 10 
ounce line of flavors was affected by 


the price increase. 


Allan C. Davis of the Davis Bottling 








Co., Baltimore, reported that his com- 
pany did its largest volume in history 
during 1953. This plant bottles Tru- 








ROBERT GAIR- COMPANY, INC. 


155 East 44th Street 
New York 17, N.Y 


CS AMERICAN COATING MILLS DIVISION 


O) 
‘ 228 North LaSalle Street 
. Chicago 1, Illinois 


ANGELUS PAPERBOX COMPANY DIVISION 


6001 South Eastern Avenue 
“I raised my prices long ago.” Los' Angeles, California 





ALLAN C. DAVIS 
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Ade, Canada Dry and Dr. Pepper, in- 
creased its prices several years ago 
and did not participate in the March 
increase. Its prices: Tru-Ade, 96c; 
Canada Dry, 6 ounce, $1.12; Canada 
Dry, 12 ounce, $2.10; quarts $1.60 and 








Dr. Pepper, 96c. 


ee 
: “IT lost ne accounts—sales dropped 
off about 15% in the first couple of 
weeks. I think that the volume will 
return before the summer is over—in 


fact I expect to exceed last year’s vol- 
ume,” said B. Karavedas of the New 


 « © A % e i @)  «  @) A & ; i Gold Bottling Co., Baltimore. His 
price increase to 96c affected his 10 


ounce full line of flavors and 6 ounce 
Cherry Smash. 

J. C. Sale, the Coca-Cola Bottling 
Co. of Havre De Grace, raised his Coke 
prices in August, 1953 and found that 
sales did not fall off. He did not par- 
ticipate in the recent price rise, there- 
fore, and could not define any impact 
on his company’s operations because 


a 


of the price move by the other bottlers. 

“T lost about a dozen customers in 
the first week, and have since gotten 
back all but two of them, said J. W. 
Hurt, Easton Nehi Bottling Co. He 
also reported sales volume dropping 





about 10% the first week, but showing 
definite signs of rebuilding back to 
the point of his price increase. “I do 
not think that the bottlers’ sales in 
Maryland will be adversely affected by 





the price increase,” he said. “This is 
something we should have done a long 


time ago and compared to the price 
situation elsewhere in the country and 

in surrounding States, we are still far 

from being at the proper price level. 

However, it is a start in the right 























direction.” 
} at a a 
% Sales Offices ne 
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“It's a start in the right direction.” 
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MEASURE RESULTS! 
... youll choose 


ZEPHYR 
BODIES 











Dayton, Ohio, Boasts Big 
New Coke Plant 


Earl and Jack Reeder celebrate firm's 50th anniversary 


with formal opening of giant new plant. 


Use any measuring stick you wish—you'll get the _ 
same answer. Zephyr Bodies give you more in 


value and more in performance than any other 


body in the field. 


Superior design and advanced engineering—plus 
hi-tensile steels and all-electrical welding account 
for the long lasting qualities that have won ac- 


claim from users all over the world. 








Zephyr Bodies lower delivery costs because they 
cost less to operate and maintain. They are known 
for big savings in gas, oil, tires, repairs, and for 
their longer life. Advanced designs in pallet or 
open rack construction — 500 to 1000 Ibs less 





weight—bigger payload and greater economy. 


Consult Us Today About Your 


Immediate Requirements 


SPECIALTY ENGINEERING CO. | 


Torresdale Ave. & Pennypack St., Philadelphia 36, Pa. 





Two bottling lines occupy the big bottling room, which cooling and carbonating equipment: All operations are 
has space for the addition of a third line when needed. visible from the street through huge plate glass windows. 
The lines operate on the pre-mix system, using Meyer- Note chute feed of crowns to hoppers, from floor above. 
Dumore machinery—bottle washers, fillers and crowners, Flushed ceiling lights and a terrazo floor are features. 
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This picture of the new Coca-Cola Bottling Co. 
plant at Dayton, Ohio, shows only a third of the 
front of the building, but all of the depth of the 
big plant, which occupies an entire square block. 








CG oca-Cora Bottling Company of Dayton, Ohio, 
had two big things to celebrate on March 22. The 
first was the observance of its fiftieth anniversary, 
and to mark this, it also formally dedicated its 
spanking new and big bottling plant. Covering an 
area in excess of 115,000 square feet, most of it on 
one floor, on a three-acre tract, and reportedly cost- 
ing over a million and a half dollars, the modern 
structure had been in actual operation for some 
weeks before the official opening. Early in March, 
it was inspected by most of the bottlers of Ohio 
when, attending the anual State meeting in Dayton, 
they were invited to do so by Jack and Earl Reeder. 

The opening ceremonies, which covered a week’s 
period, included functions designed for consumers, 
dealers, and Coca-Cola bottlers, parent company of- 
ficials and invited guests. Among those who lauded 
the Reeders at an anniversary dinner in the Bilt- 
more Hotel were former Postmaster General James 
A. Farley, Coca-Cola’s export head, and Harrison 
Jones, retired Chairman of the Board of Coca-Cola 
Co. Special tribute was paid to Earl Reeder for his 
many civic and philanthropic activities in Ohio over 
the years. He purchased on interest in the Dayton 
plant in 1916. Since then, the company has out- 





Automatic operations include casing of the bottles, using 
the compact and speedy Miller casing machines—one on 
each line. The flow of empty cases from the loading end 
of the bottle washer (meeting with filled bottles) to the 
casing unit is clearly pictured. 
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grown three different plants and the new establish- 
ment, which has a capacity of several million cases 
annually, is designed to bring production up to de- 
mand. 

All operations are guided by Jack Reeder, who is 
executive vice-president of the firm. 

The big plant is completely palletized, and all 
loading and unloading operations are conducted in- 
doors. The bottling department is set at the front 
of the building, fronted by plate glass windows 
through which operations may be viewed from the 
street. It contains two bottling lines, each consisting 
of a Meyer Dumore washer, 60-head pre-mix filler 
and crowner, Syn-Cro-Mix carbonating unit, and 
dual RCA “electric eye” inspection machines. Bot- 
tles are automatically cased on Miller Hydro casing 





The filled bottle conveyor branches into two lines to feed 
two RCA electronic inspection machines. Each bottling 
line is similarly equipped. 





machines. Preloading devices feed the big washers. 

Besides executive and general offices, the new 
plant contains special facilities for route supervisors 
and driver salesmen, a tastefully appointed directors’ 
room, advertising materials and cooler and vending 
display and storage rooms, and other facilities. The 
sirup room is located directly above the bottling de- 
partment, and crowns are fed into the hoppers below 
from bins located here too. 

The plant was largely designed by the Reeders 
themselves, after several years of visiting other 
modern plants, consultations with Coca-Cola engi- 
neers and architects and their present and future 
needs in mind. For instance, a new bottling line can 
be installed, when needed, without structural altera- 
tions of any kind. The sirup room is also oversized, 
pending later needs. But in the planning for the 
greatest efficiency and space utilization, the aesthetic 
side of the building has not been overlooked. Decora- 
tions and furnishings in the reception rooms, offices, 
and special rooms ‘are in good taste and very at- 
tractive, and reflect the hard work and planning of 
Mrs. Jack Reeder. 

70 GMC trucks are in the fleet, most of them 
equipped with Kinnaird pallet-type truck bodies. 








take your tank 
with You 






FOR FAST HEATING, 
THOROUGH MIXING 


Mix your product in this portable Cherry-Burrell 
Rollaway Univat and heat with either steam or elec- 
tricity . . . pull it to any desired point in your 
processing system for unloading . . . and you can 
count on improved product quality and flavor. 

Long-sweep propeller agitator provides gentle, 
positive agitation for fast heating . . . thorough mixing 
and blending of ingredients. Water jacketing assures 
uniform heating action over entire tank lining, 
whether steam or electricity is used. 

Sanitation? It's built-in; linings and covers are 
non-corrosive, easy-to-clean stainless steel. 

Portable as well as stationary Univat mixers with 
adjustable leg heights are made in 50 and 100 gallon 
sizes. For complete details see your Cherry-Burrell 
Representative OR CLIP COUPON. 


|. CHERRY-BURRELL CORPORATION 
“et | «427 W. Randolph Street, Chicago 6, Ill. 
Equipment and Supplies for Industrial and Food Processing 


FACTORIES, WAREHOUSES, BRANCHES, OFFICES 
OR DISTRIBUTORS AT YOUR SERVICE IN 56 CITIES 








Cherry-Burrell Corporation 5303 
Dept. 145, 427 W. Randolph St., 
Chicago 6, Illinois 


Send details on Univat Mixers. 
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“Your symptoms clearly leow 
the Nehi Line is the most 
complete line in the industry! 





COLUMBUS, GEORGIA 





CORPORATION 
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SOMERVILLE PLANT DESTROYED BY FIRE 


The Cott Bottling Co. plant beside the main branch of 
the Boston & Maine Railroad was completely destroyed 
in Somerville, Mass., during a spectacular fire. The plant 
collapsed during the height of the blaze which could be 
seen for miles. 


AN ANNIVERSARY IS REACHED 








‘Two great men 





Fiery Years Aco Adanta, from 1892 watil 1916, had the rare faith aod the ua- 


bounded vision which enabled him to take an uaknowa product 


Tits Mornine, aed lauach it oa i way to become a world-wide symbol of the 


the first case of bottled Coca-Cola 
was delivered in New York City 


On April 19, 1904, the driver of » horse-drawn delivery wagon 
made hustory without realizing it. He brought 1 case of bored 





CoaLols address , aad New York City 
bad its firse taste of what was to become, in a ftw short years, ics 
all-ume favorue beverage. 


Maay poopie have helped in making bortied Coca-Cola the 


feverien cae deiah i » 
two 





_— doen Soe fi by 


Pp their craly 
ousunding cosmbunom 





good things that ar- America. 

Qharies E. Culpeper, president of The Coca-Cola Bortling 
Company of New York from 1918 watil his death in 1940, | 
resourcefulaess ~ and, above all, courage — he guided bis young 
compasy through the perils of growth and made it strong aad 
sable aad pre-eminent in it: field. 

Today, The Coca-Cola Bottling Company of New York ie 
the world’s largest independent boctling organization, with 14 
Producing plants aod 7 distributing warchouses, giviog employ- 
meat to thousands, business-building probes to tens of thousands 
wore... and wholesome cajoyment to millions. 

Today, the brave dreams of A. candler and Chasis EB 
Calpeper are realines. 


Asa Candier, bret president of The Coca-Cots Company of Aad yet, today is only the begioning ....... 


Coca-Cola Bottling Co. of New York, celebrating its fiftieth 
anniversary on April 19, published this advertisement in 
area newspapers. Copy pays tribute to Asa Candler, first 
president of Coca-Cola from 1892 to 1916, and Charles E. 
Culpeper, president of the New York company from 1918 
until his death in 1940. 


THE COCA-COLA BOTTLING COMPANY OF NEW YORK. 
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FOOD COLORS 
























7 A little color 


adds a lot of 
appetite-appeal 





Wholesome foods and beverages become 
doubly pleasurable with just a tinge of 

color to emphasize inherent goodness. 

No other ingredient adds so much for so little 
...1n making good food more enjoyable. 
Conscious of our responsibility to you 

and to your customers, we have always gone well 
beyond the minimum necessities of certification 
to make National Food Colors the industry’s 
standard of excellence. These colors are 
distinguished for uniformity of pure-dye 
strength, shade and composition. 

Fine foods deserve fine colors. To be sure, 
always specify National Food Colors. 





CERTIFIED COLOR DIVISION 


Mm NATIONAL ANILINE DIVISION attied cHemicat & DYE CORPORATION + 40 RECTOR ST., NEW YORK 6, N. Y.|| Allied 
>” Boston Charlotte Chicago Philadelphia Portland, Ore. San Francisco Toronto Aiea 
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reflects today’s taste 
in light refreshment 


ERE’S a fashion note for women that is a boon to men. Styles 
for the coming season will continue to stress the slender 
silhouette—and the same for every season after that 

So more and more the lighter, less filling foods will be favored 
at home and in eating places away from home. And men as well as 
women will reap the benefit in better, more youthful looks, in 
better health, in added years of life. 

That is the modern, wholesome trend—towards a more sensible, 
lighter diet—with which Pepsi-Cola has steadily kept pace 
And that is why Pepsi is today more popular than ever. 

Today’s Pepsi-Cola, reduced in calories, is never heavy, never 
too sweet. It is the modern, the light refreshment. It refreshes 
without filling. 

You can get Pepsi-Cola in the familiar economy size that serve3 


two people, or the smaller single-drink bottle 


Refresh without filling. Have a Pepsi. 


Pepsi-Cola 
refreshes without fi ing 











BEVERAGE PRICES 


WHAT THEY ARE—AND WHERE 


















































LEGEND: 


[|] Outlined areas—solidly higher prices. 
\iiii| Shaded areas—prices moving upward. 
M@ Redareas —solidly pre-war prices. 














With the map above, which pictures the nation-wide price situation in three broad classifica- 
tions, and the tables which follow, (next pages) which give specific price ranges by selected cities 
in 48 States, N.B.G.’s monthly department continues its task of keeping the industry fully in- 
formed on the trend of wholesale beverage prices. 


The map shows a sharply defined line of demarcation between States generally at higher prices 
and those at the “traditional” levels. Those shaded are in a transitional stage, with most bottlers 
having broken away from the old base prices, but still far from the levels of bottlers in States shown 
in simple outline. 

Outstanding price development of the past 30 days was the price increase instituted on April 
12 by the Coca-Cola Bottling Co. of New York, whose franchise territory encompasses over 15 
million people. The company raised from $1.00 to $1.20 a case. 


In order to make this department as accurate and timely as possible, we cordially invite our 
readers to submit at any time price information with regard to their own activities, or of their com- 
munities. Price data may be identified as to brand, but should be restricted to the three sizes listed. 
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BEVERAGE PRICES 





















































ALABAMA 
Cities 6-8 oz. 10-12 oz. Quarts 
a 
ee 
Birmingham _......_. «.96 96 2.00 
Boaz _.. 96 
| MRE R TERE 
AI 
ss 2A GS 
Guin . 96 
Jasper . 96 
Montgomery .. a an 80 
i ea ee 80 
Russellville ss. «986 
ARIZONA 
Cities 6-8 oz. 10-12 oz. Quarts 
Phoenix .80-1.20 80-1.10 1.25-1.90 
Tucson 1.00-1.20 1 00-1.20 1.25-1.60 
Safford .80 80 1.25-1.60 
Douglas . .80- .90 1.25-2.75 
Yuma Se 1.20 1.25-2.10 
* $2.75 price is on no-deposit quarts. 
ARKANSAS 
Cities 6-8 oz. 10-12 oz. Quarts 
Fort Smith 80 
Jonesboro .80 .80 
Little Rock 80 80 
Texarkana 96 96 
Fayetteville a 85 .80- .85 
Camden* . 80- 96 .80- .96 
Eldorado* .80- .96 .80- .96 
’ Fordyce* .80- .96 .80-- .95 
Texarkana 96 
*All except Dr. Pepper and Coca-Cola. 
CALIFORNIA 
Cities 6-8 oz. 10-12 oz. Quarts 
Sacramento .90-1.30 1.35 1.60-1.80 
Stockton $ .§0-1.10 1.10-1.20 1.60-1.80 
Berkeley .90-1.20 1.20 1.25-1.60 
Oakland .90-1.20 1.20 1.25-1.60 
San Francisco . 1.00-1.35 1.20 1.25-1.60 
San Jose ‘ ...1.00-1.20 1.30 1.50 
Fresno “it 1.00-1.30 1.30 1.60-2.00 
Bakersfield 1.20-1.30 1.30 1.60-2.25 
Pasadenc ..... 1.35 1.35 1.80-2.25 
Los Angeles 1.35 1.35 1.80-2.25 
Long Beach 1.35 1.35 1.80-2.25 
San Diego 1.20-1.35 1.35 1.60-2.00 
COLORADO 
Cities 6-8 oz. 10-12 oz. Quarts 
Denver .80- .96 .80-1.00 1.15-1.40 
Colorado Springs 1.20 1.30 1.15-1.40 
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THE DIET-SHOPPER WITH 


SUCARYL 


(CYCLAMATE, ABBOTT) 


She won't (or can't) drink sugar-sweetened beverages 


: She knows SUCARYL, she's used it in her home 


She's part of the huge new market for your SUCARYL-sweetened line 


36,000,000 overweight and diabetics—that’s one out of every four persons. 
People who want sweet drinks without the penalty of added calories. People 


who will buy—actually shop for—your Sucaryt-labeled line. 


They'll buy because they’re pre-sold. Magazines and newspapers reaching 
practically every home in the nation did that for you. Home-use of SuCARYL 
by millions did it, too. Through this wide-spread publicity and actual use, 
people know SucaryL gives them what they want: true, clean, sugar-like sweetness 


without added calories or tell-tale bitterness. 


To the bottler who acts now, while the market is new, busy—growing—the 


opportunities for a new plus-profit line of business are both plentiful and practical. 


Your next move? Write today to Chemical Sales 


Division, Abbott Laboratories, North Chicago, IIl. ADV 
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Pueblo . 1.30 
eee... ike 1.00 1.15-1.40 
Sterling 1.40 1.40 1.20-1.60 
Trinidad 96 96 1.20-1.40 
Alamosa 1.25 1.25 1.60 
| wane) 1.25 1.60-1.80 
CONNECTICUT 
Cities 6-8 oz. 10-12 oz. Quarts 
NE Soc cicnagsacus 80-1.12 1.00-1.20 1.25-1.85 
aes coven ©00-1,12 1.00-1.20 1.25-1.85 
New London _............ .80-1.20 1.00-2.10 1,00-1.85 
New Haven ................... 80-112 1.00-1.85 1.10-1.85 
Bridgeport _.._____._.... .78-1.12 1.00-1.20 1.00-1.85 
Norwalk .... . 80-1.00 1.00-1.20 1.00-1.85 
DELAWARE 
Cities 6-8 oz. 10-12 oz. Quarts 
Wilmington 80- .96 80- .96 1.00-1.60 
DISTRICT OF COLUMBIA 
Cities 6-8 oz. 10-12 oz. Quarts 
Washington -70-1.20 .80-1.20 .80-1.65 
FLORIDA 
Cities 6-8 oz. 10-12 oz. Quarts 
Pensacola 85 
Tallahasse 80- .96 
Jacksonville* . .80- .96 
Orlando* 80- .96 
Lakeland 80— .96 
Tampa* . 80- .96 
St. Petersburg* .80- .96 
W. Palm Beach* 80- .96 
Miami* . 80- .96 
Key West* .80- .96 
* All except Coca-Cola, which is .80. 
GEORGIA 
Cities 6-8 oz. 10-12 oz. Quarts 
Atlanta . 80- .96 .80- .96 1.60—2.00 
Augusta .80-1.00 .80-1.00 1.60-—2.00 
Macon 80 80 .80 
Columbus 80 80 80 
Savannah 80— .96 .80- .96 1.60 
LaGrange 80- .96 80- .96 1.60-2.00 
West Point 80- .96 80- .96 1.60-—2.00 
Valdosta 80- .90 .80- .90 1.60 
Albany 80- .85 80- .85 
IDAHO 
Cities 6-8 oz. 10-12 oz. Quarts 
Boise 90 .90-1.00 1.60-1.80 
Twin Falls 1.35 1.35-1.50 1.60-1.80 
Pocatello 1.35 1.35-1.50 1.50-1.80 
Lewiston 1.60 1.60 1.50-1.80 
Payette .80-1.00 .80-1.00 1.60-1.80 











28 





va 


Take the Bond route 
to better crown service 


Your shortest route to first-class crowns 
and service is a telephone call to Bond. 
We have more than a mile of modern 





equipment waiting to go to work for you. 
We also have a trained corps of engi- 
neers, scientists and technicians eager 
to take on your filling and sealing prob- 
lems. When you name Bond your 
supplier, you get product, delivery and 
service tailored to your particular needs. 
May we hear from you soon? 





CONTINENTAL © CAN COMPANY 


CROWN axp CORK DIVISION 
WILMINGTON, DELAWARE 


Sales Offices: 100 EAST 42nd STREET, NEW YORK 17, NEW YORK © 16th AND LOCUST STREETS, WILMINGTON 99, DELAWARE 
ROOM 712, DIXIE TERMINAL BUILDING, CINCINNATI 12, OHIO « 110 EAST WISCONSIN AVENUE, MILWAUKEE 2, WISCONSIN 
3505 SOUTH CARROLLTON AVENUE, NEW ORLEANS 18, LOUISIANA © RUSS BUILDING, SAN FRANCISCO 4, CALIFORNIA 





Cities 





Cairo 
Joilet 
Chicago . 
Decatur 
Peoria 
Rockford 


Cities 





Evansville 





Indianapolis 
| Terre Haute . 
| Gary 


| Washington . 


| 
| Cities 





Sioux City 
| Dubuque . 


Cedar Rapids . 


| Des Moines 
Davenport 


Council Bluffs 


Burlington 
Waterloo 


Cities 





Topeka 
Wichita 
Oberlin 


Cities 





Covington 
Louisville 
| Frankfort 
| Lexington 
Paducah 


| Bowling Green 


Middlesboro 


Cities 





Amite 
Alexandria 
Hammond 
Jennings 
New Orleans 
Shreveport 
Bogalusa 
Thibodaux 
Lockport 
Grand Isle 
Lafayette 
Monroe 
Minden 

| New Iberia 


Cities 





Auburn 
| Bangor 
Lewiston 


| Portland 


A 


ILLINOIS 
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6-8 oz. 10-12 oz. Quarts 
.80- .96 .80- .96 
= 1.20 1.20 1.60 
.. #79—1.20 .80-1.20 .80-1.90 
_.1.00-1.40 1.00-1.40 1.20-1.60 
-79-1.40 1.40 1.85 
.. -80-1.20 .80-1.20 1.06-1.60 
INDIANA 
6-8 oz. 10-12 sz. Quarts 
.80- .96 96 1.25-1.60 
. 96 96 
. 80 96 
80- .96 .80- .96 1.20-1.60 
.96-1.10 .96-1.10 1.20-1.40 
96 96 
IOWA 
6-8 oz. 10-12 oz. Quarts 
.80-— .96 .80- .96 1.30-1.85 
.80-1.20 .86-1.20 1.50-1.85 
.80- .96 .80-1.20 1.40-1.85 
. .96-1.20 .96-2.40 1.45-1.85 
.80-1.20 1.20-2.40 1.30-1.85 
.80- .96 .80- .96 1.10-1.85 
.80 .80- .96 1.10-1.40 
.96-1.20 1.20 1.60-1.85 
KANSAS 
6-8 oz. 10-12 oz. Quarts 
.96 .96-1.00 
.80 80 1.25-1.60 
1.20-1.40 
KENTUCKY 
6-8 oz. 10-12 oz. Quarts 
96 
.80-1.12 .96 
-70- .80 96 
80 96 
80 .96 
.80 
1.00 1.00 
LOUISIANA 
6-8 oz. 10-12 oz. Quarts 
.83-1.00 .83-1.00 
.83-1.00 -83-1.00 
.83-1.00 .83-1.00 
.83-1.00 .83-1.00 
-78— .811/. .811/2-.82 
.96-1.00 .96-1.01 
1.00 1.00 
96 96 
96 .96 
96 96 
1.00 1.06 
. ao 85 
1.00 85 
1.00 1.00 
MAINE 
6-8 oz. 10-12 oz. Quarts 
.80- .90 .80- .96 1.90-2.65 
.90-1.10 1.10-1.26 1.20-1.80 
.80- .90 .80- .96 1.90-2.65 
-72- .96 80- .96 1.00-1.60 
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Cities 





Baltimore* 
Hagerstown 
Annapolis 
Salisbury 
Cumberland 
Silver Springs 


* All except Coca-Cola which is .80. 


Cities 





Boston ....... 
Fall River 
New Bedford 
Taunton . 
Springfield 
Worcester 


Cities 





Marquette 
Bay City 
Grand Rapids 
Saginaw 

Flint 

Lansing 
Jackson 
Detroit 
Kalamazoo 


Cities 





Minneapolis 
Duluth 

St. Paul 
Rochester 
Winona . 
Red Wing .... 
Detroit Lakes 
Austin .. 
Moorhead 
Owatonna 


Cities 





Greenville 
Vicksburg 
Meridian 
Jackson 
Laurel 
Columbus 
Grenada 


Cities 





St. Joseph 
Hannibal 
Kansas City 
St. Louis 
Jefferson City 
Springfield 
Joplin 
Poplar Bluffs 
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MARYLAND 
6-8 oz. 10-12 oz. Quarts 
96 .96-2.10 1.00-1.60 
96 1.20 
. 96 .96 1.20 
96 96 1.20 
. 96 96 
96 96 1.20-1.40 
MASSACHUSETTS 
6-8 oz. 10-12 oz. Quarts 
-70- .96 .80-1.20 1.00-1.60 
-70- .96 -80-1.20 1.00-1.€0 
-70- .96 -80-1.20 1.00-1.60 
-70- .96 .80-1.20 1.00-1.60 
-72-1.12 .80-2.08 1.25-1.60 
.65- .96 -65-1.20 .80-1.80 
MICHIGAN 
6-8 oz. 10-12 oz. Quarts 
1.25 1.50 1.50-1.80 
.90-1.12 1.10-1.25 1.44-1.60 
-90-1.00 1.25 1.35-1.90 
-90-1.00 1.10-1.25 1.44-1.60 
.90-1.00 1.10-1.25 1.44-1.60 
.90-1.00 -96-1.25 1.25-1.60 
.96-1.00 1.10-1.25 1.20-1.85 
.96-1.12 1.10-1.25 1.45-1.60 
.90-1.00 .98-1.25 1.35-1.85 
MINNESOTA 
6-8 oz. 10-12 oz. Quarts 
.96-1.20 .96-1.20 1.20-2.20 
.96-1.20 1.00-2.05 1.35-2.00 
.96-1.20 
1.20 1.35 
1.20 1.35 
1.20 1.20 
1.20 1.40 
-.96-1.20 1.35 1.65 
1.20 1.40 
1.20 
MISSISSIPPI 
6-8 oz. 10-12 oz. Quarts 
.80 80 80 
80 80 80 
80 .80 80 
80 80 80 
80 .80 80 
96 96 96 
1.00 1.00 1.00 
MISSOURI 
6-8 oz. 10-12 oz. Quarts 
.80- .96 -80-1.00 
.80- .96 .96-1.10 
-90-1.20 -96-1.10 .90-2.00 
.96 96 
.85-1.00 .90-1.10 
80 .80- .96 
.80- .96 80- .96 


‘A Message To A Bottler Who Cannot Make Up His Mind! 


9 oz. Can 


00 “Hoo 


Chocolate 


offers you a wide choice of 
PROFIT-MAKING opportunities! 


If you cannot make up your mind (and many smart bottlers 
are undecided) about the best bottle size . . . or the potential 
or what new flavor to add to your line to “pep up 
business ... YOO-HOO CHOCO- 
LATE offers a selection of profit- 


able opportunities for you . 


99 


of cans... 


. 
1 
t 
I 
* 
: 
i 
| 
I 
. 


7 oz. 
Bottle 


A Size and A Package 
For Your Own Market... 


You can distribute YOO-HOO 
CHOCOLATE in your territory 
in the 12-0z king size bottle... 
or you can choose to distribute 
the 7-0z size. Want to investigate 
the potential of cans? ... You 





Waco. ar! } can distribute our attractive 
4 
Qeveraie 9-0z. can... 
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Chocolate is still the industry’s biggest potential seller . . 
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12 oz. 
Bottle 
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. You have practically no competition 


when you’ve got this SUCCESSFUL, PRODUCT - PROVEN, PERFECTED CHOCOLATE 


DRINK which has been on the market for over 28 years! 


. YOO-HOO CHOCOLATE! 


Get going this season with a real profit-maker 


For samples and complete information, write or wire 


YOO-HOO CHOCOLATE BEVERAGE CO., GARFIELD, NEW JERSEY 
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WEDG-WALLS 











-Pyrotiasatiae! 























withstand it! 


It’s a fact. Rough roads, plus sudden stops and starts, 
frequently cause bottles to break in transit. That's why it 
pays to pick an extra tough bottle like Thatcher Wedg-Walls. 





Wedg-Wall Beverage Bottles are built to withstand 
slam-bang treatment inside the plant and out in the trade. 
Their exclusive wedge-shaped sidewall gives them far greater 
strength in the area receiving most abuse. Little wonder that 
Wedg-Walls make more round trips than ordinary beverage 
bottles! Wedg-Walls are better balanced too—have smooth 
"Fire-Polished" lips that provide a perfect sealing surface. 


Bottle your beverage in Thatcher Wedg-Walls! Ask 


your Thatcher representative to show you this better bottle 
—or write Thatcher Glass for full details. 


THATCHER Zac 


THATCHER GLASS MANUFACTURING COMPANY, INC., ELMIRA, N.Y. 


Factories: Elmira, N.Y., Lawrenceburg, Ind., Streator, Ill., Jeannette, Pa., Saugus, Cal 


Representatives in Principal Cities 

































MONTANA 


























Cities 6-8 oz. 10-12 oz. Quarts 
Great Falls ...._.......1.20 
Helena . 1.20 1.75 
Missoula 1.20 1.40 1.65 
Anaconda eae 1.20 1.70 
Butte . sa igs cca 1.20 
Billings —........._ 80-1.20 .80-1.20 2.40 
eae ere 1.20 1.95 
Kalispell 1.50 1.50 2.00 
NEBRASKA 
Cities 6-8 oz. 10-12 oz. Quarts 
North Platte a 1.20 
Grand Island ... =_* 1.20 
Omaha ae 96 
Lincoln ; —— 1.20 
Scottsbluff 0. 1.30 1.30 
Norfolk 1.20 1.40 
Columbus 1.20 1.40 
Fremont 80 .80 
NEVADA 
Cities 6-8 oz. 10-12 oz. Quarts 
Reno 1.20 1.20-1.35 1.80 
Carson City 1.30 1.30-1.35 1.80 
Las Vegas 1.35 1.35 1.80 
NEW HAMPSHIRE 
Cities 6-8 oz. 10-12 oz. Quarts 
Keene 1.20 
Claremont 1.40 1.20-1.40 
Rochester .80- .96 .96 1.20-1.60 
Manchester .65- .96 -96-1.20 80-1.60 
NEW JERSEY 
Cities 6-8 oz. 10-12 oz. Quarts 
Perth Amboy 96 1.20 1.60 
Paterson .70— .90 -90-1.00 1.00-1.25 
Passaic -70- .90 -90-1.00 1.00-1.25 
Newark .75- .96 1.10-1.20 1.00-1.44 
Jersey City . 60- .95 1.00-1.15 1.00-1.35 
Trenton . .95-1.05 1.00-1.20 1.35-1.50 
Camden -75-1.20 -90-1.20 1.00-1.60 
NEW MEXICO 
Cities 6-8 oz. 10-12 oz. Quarts 
Santa Fe .80- .90 -80- .96 1.45-1.60 
Albuquerque .80 .80- .96 1.45-1.60 
Roswell .80-1.00 -80-!.20 1.60 
Hobbs .80-1.20 .80-1.00 1.60 
Carlsbad .80-1.00 .90-1.20 1.60 
NEW YORK 
Cities 6-8 oz. 10-12 oz. Quarts 
Albany 96 -96-1.20 1.30-1.80 
Hudson . 96 1.30-1.80 
Troy 96 1.30-1.80 
Schenectady .96 .96-1.20 1.30-1.80 
Syracuse 96 1.30-1.80 
Binghamton 96 1.30-1.80 
Amsterdam 96 .96-1.20 1.30-1.80 
New York City -96-1.20 .96-1.20 1.20-1.80 
Niagara Falls -96-1.20 1.40 
Buffalo a 1.20 1.45 
Olean 90 -96-1.20 1.40 
Jamestown -96-1.20 1.20 1 40 
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Are We Still In The 


“Foot Power’ Era? 


A bottler reminisces against the background of his thirty- 
five years’ experience in the business. 


H:. NICHOLAS J. CoBOTs of the Sun Spot Bottling 
Co., Eddystone, Pa., has been in the soft drink 
business for thirty-five years. In this quarter of a 
century plus a decade, he has seen the industry 
revolutionize itself mechanically. 


He says, “The beautiful and marvelously efficient 
machinery of today is a far cry from what we had, 
thirty-five years ago. I remember that then we were 
in the wholesale grocery business. A fellow gave us 
a present of 50 cases of bottles and some foot power 
machinery. In the 50 cases of bottles were 20 dif- 
ferent names. That was the start. We already had 
the warehouse. We installed our footpower ma- 
chinery and got it to working filling those bottles, 
and we were in the soft drink business. When your 
experience enables you to look back upon that; then 
you can really appreciate the magic and the marvels 
of modern bottling equipment”’. 


Not Enough Bottles Come Back 


He feels that the soft drink industry has done it- 
self proud in the production department, but that 
since World War II, it has turned the clock back in 
the price and deposit department. We have been 
blindingly handicapping ourselves with ‘‘foot power 
era” prices and deposits. Modern automatic machin- 
ery can produce terrific volume, but you need more 
than just actual volume to compensate for unreason- 
ably low price and deposit structures. We have been 
blessed with automatic machinery, but for too many 
recent years have been automatically getting too 
little for our product and too low a deposit for our 
bottles. That’s been the main trouble with this busi- 
ness—inadequate deposit and price. We carry the 
bottles and if they don’t come back, we just chalk up 
the loss. For years, we were told that added volume 
was the answer. Added volume was not a sufficient 
answer. Added volume also meant more bottles go- 
ing out and more bottles not coming back. Too much 
of a bottler’s glass is now going AWOL. Too much 
is now “staying out” resulting in too much replace- 
ment cost loss because of too little deposit coverage. 





Bottlers Blocked From Expanding 


“This situation has discouraged the bottlers every- 
where from seeking new accounts. They said to 
themselves, ‘why seek new accounts until the deposit 
situation is better?’ In the past few years many of 
them have not tried to do so—the reason being that 
their bottles were not properly insured against non- 
return. If the bottlers had received a deposit of 5c 
on a bottle, that would have stopped a very large 
leak of losses. 

““As regards to deposits on cases, I guess 12c is 
OK on a 10 oz. case—but it would be healthier if we 
could get better than that. Cases cost more than 
they ever did before. Lumber isn’t selling for less.”’ 


Glass Lost Is Money Lost 


““Now we bottlers are not in the glass business, nor 
the lumber business. A higher deposit does not take 
any money out of the public’s pockets. The cash is 
refundable. We don’t look for profit from deposits: 
we are supposed to get our profits from the sale of 
beverages, but neither are we in business to sell 
glass or lumber at a loss, or give it away either. 

“It would be interesting to know just how many 
bottles have had to be replaced by bottlers in the 
entire industry, during the past few years, in order 
just to know what that would approximately total up 
to in dollars and cents. A terrific total, no doubt. 
Which is why I think the most interesting speech to 
bottlers at any convention would always be a speech 
entitled: ‘HOW TO MAKE A DOLLAR.’ I could 
make that speech and give all the bottlers the secret 

a simple secret, a secret they’ve known for years 
but that many have not used. It is DO the same as 
every other business has done. Let every bottler 
raise his price to the proper level and hold it there. 
Nothing could be simpler, but since World War II, 
nothing in the history of this business has been more 
difficult to achieve. 


Old Time Driver-Salesman Was Al 


“Proper price and deposit would solve the driver- 








salesmen situation. The driver-salesmen situation is 
not good. If the bottlers could pay their salesmen 
more, then the bottlers could take their own pick 
of Al routemen as we did in the old days. Now you 
take what you can get. Having to take what you 
can get, is no way of building up a satisfactory 
sales force. 

“The proper amount of price and deposit also 
permits sufficient margin for having a specialty man 
to put up Point-Of-Sale advertising. The drivers 
won't do it. The specialty man will. In thirty-five 
years experience I have seen what Point-Of-Sale 
advertising will do. I have also seen what it won't 
do when it won’t get put up. 


Thinks Television Is Top Advertising 


“Under normal price and deposit conditions, if we 
all had them today in the bottling business, I think 
that television spots are a bottler’s best advertising. 
As for radio—radio would be OK if the cost per 
spot was in accordance with conditions, but it seems 
like the more radio stations that are erected to com- 
pete with each other, the more they all increase their 
rates. And here comes television into the picture 
and swamps radio, but that doesn’t cause the radio 
people to pull their prices down. If you see a home 
with television in it, you’ll find the television set to 
be the magnet of attraction for the attention of the 
father, the mother, and above all, the children. 
The radio set that used to work so hard in the house 









Like putting 





INTERNATIONAL R-160 Series. GVW 
ratings, 14,000 to 17,000 ibs. Wheel- 
bases, 130, 142, 154, and 172 inches. 
Available with gasoline or LPG fuel system. 





Bottle delivery costs start going down the day InTEr- 
NATIONAL Trucks are put to work in bottle delivery serv- 
ice. This is fact — proved by the cost records of heavy-duty 
truck users who have made INTERNATIONAL the heavy-duty 
sales leader for 22 straight years. 

INTERNATIONAL Trucks are Tough-Job engineered ... 
built to stay on the job, no matter how rough or tough 
the hauling operation. And they are engineered to give 
maximum miles per gallon of gas and quart of oil. 


Famous Comfo -Vision cabs, plus a host of easy-handling 
and maneuverability features, save driver energy, boost 
driver productiveness. 

All these things add up to more profit from each of 
your delivery routes ... more money in the bank. Your 
INTERNATIONAL Dealer or Branch will be glad to tell you 
all the money-saving INTERNATIONAL features and specify 


MONEY IN THE BANK 


the truck type that’s exactly right for your needs. A phone 
call will set it up, at your convenience. Time payments 
arranged. 


AMERICA’S 
MOST COMPLETE TRUCK LINE 


172 basic models from 14-ton pickups to 90,000 Ibs. 
GVW off-highway models. . . including six-wheel, 
four-wheel drive, cab-forward and multi-stop de- 
livery types . . . 30 engines from 104 to 356 horse- 
power,. with widest choice of gasoline, LPG, or 
diesel power . . . wheelbases, transmissions and 
axle ratios for any need . . . thousands of variations 
for exact job specialization. 


SUM EUANA AANA TANAN AAAS 


INTERNATIONAL HARVESTER COMPANY ¢ CHICAGO 


a International Harvester Builds MCCORMICK® Farm Equipment and FARMALL® Tractors . .. Motor Trucks... Industrial Power... Refrigerators and Freezers 
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Better roads mean a better America 


“Standard of the Highway 





is hardly ever turned on at night time. The television 
set has esclipsed it. I say that today, radio is alright 
in connection with something like say a major sport, 
if there is no television on view in the town to com- 
pete. My thirty-five years experience has also 
showed me a revolution in Point-Of-Purchase ad- 
vertising. Years ago I liked metal signs and card- 
board. But times have changed, so today I like elec- 
tric signs—clocks, and things like that. They stay 
up. They are useful. You pay more for them— 
you get fewer pieces—but its cheaper in the long 
run. With a normal price for his product, the bot- 


tler should spend at least 5c a case on advertising. - 


This is really in actuality, 5c per case sales insur- 
ance.” 


Take Time Out For Relaxation 


Mr. Cobots also says that thirty-five years experi- 
ence has taught him that a bottler should set aside a 
certain number of hours each week for rest and play, 
and thus fit himself better for the hard work he has 
to do during business hours. Therefore, his favorite 
hobby is fishing. Pier fishing. He goes every week. 
Says he, “Some business men like to take a sea trip 
to rest their minds. When you are sitting on the deck 
of a boat looking out across the water you are in 
another world—you forget all about the details of 
business, and you give your mind a vacation so you 
can return to the job with a refreshed outlook to 
tackle pressures and problems that come up. I find 
that you get the same relaxation mentally when you 
are standing on a pier looking out over the water, 
waiting for a fish to tug at your fishing line. You 
forget the details of business and when you do 
think about them, your brain is more at ease—you 
can think more clearly. Of course the main thing 
I think about at the pier, is catching a lot of fish— 
which of course happens, although nobody believes 
a fisherman, except when he reports failure. Any- 
way I’ve caught enough, I don’t eai much fish any- 
more, therefore I give a lot of it away. Some folks 
say that I am at least such a good fisherman that | 
am able to be a pretty favorable source of supply for 
those who believe in me as an expert with hook and 
line. I am entitled to a little bragging, as is every 
fisherman, and believe I have stated the case very 
modestly. 

‘“‘Another real help toward relaxation that makes 
life more pleasant, is to watch baséball and football. 
Having been in business thirty-five years, I do not 
consider myself any longer eligible to play those 
strenuous games. But I am a strenuous watcher. 
My team? The Phillies (National) cf course, and 
the Eagles. 

“After a good session of pier fishing—or a good 
session of watching the Phillies or the Eagles, I 
always feel anxious to get back to business, so let’s 
get back to talking about the soft drink industry. 
Let’s talk about selling through distributors, or 
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selling through the driver salesman. Under proper 
conditions I like to sell through both. For instance, 
I like to sell through distributors, with a 5c bottle 
deposit. The reason being, that when distributors 
sell to stores, there’s apt to be much more bottle loss 
and you need a adequate deposit. When you are 
selling through driver-salesmen, you are more in 
control of your bottles. 


Sales Meetings Are Essential 


“Speaking of driver-salesmen, that brings me to 
the subject of sales meetings. Without a sufficient 
number of sales meetings a sales force will go to 
seed. When a man is managing a sales force, he has 
to get the men together for group talks ever so 
often, otherwise they eventually fail to function as 
a team. A baseball team or a football team has to 
have such meetings with the coach where they can 
discuss their own weaknesses and strength, also that 
of the opposition, ‘strategy’ etc. The lazy and in- 
efficient salesman, not worth his salt, doesn’t care 
whether or not he attends any sales meetings, but a 
high-class salesman, one with prize winning capa- 
bilities, actually suffers mentally when there is a 
complete lack of such meetings. Sales meetings are 
absolutely an essential part of selling. However, I 
don’t believe in holding them too often. Once a 
month—regularly, and I said regularly, seems to 
be the proper prescription insofar as we are con- 
cerned. 

“T like sales contests too, but with a small sales 
force—No. In the latter instance, it’s apt to be a 
case of ‘this one I win—next one you win—we split’. 
Like wrestling, ‘you won last night’—‘it’s my turn 
tonight’. 

“But with a fair selling price, and a fair sized 
force of fair minded men, sales contests make busi- 
ness more interesting, more exciting — and more 
profitable. 

“Thirty-five years has taught me plenty. Thirty- 
five years have also taught me that your salesmen 
must have a quality product which they respect, if 


’ 


they are to make a respectable showing.” 





TO CATCH THE CUSTOMER'S EYE 





This dazzling 6 bottle carry home Squirt Tartan-Carton is 
a fresh, new approach in self-service merchandising. In 
its original brilliant Tartan plaid colors, it is an unusually 
effective package design of billboard impact. The new 
carton was especially created to produce dominant mass 
impact so necessary because of the crowded shelf and 
floor display space available. 





May, 1954 





Armstrong’s Hi-Speed Crowns 











You can 


tel why... 





this crown means 
trouble-free feeding 


Your fingers will tell you what's different about this crown. To 
find out, just do this: 

Take an Armstrong’s Hi-Speed Crown and any other crown. 
Run your fingers over the underside of each. Notice that the 
underside of the Hi-Speed Crown is smooth and burr-free, That 
one simple feature is largely the reason for a remarkable differ- 
ence in crown performance. 

It means there’s no ragged edge to cause friction in chutes, 
to delay crown flow or cause skips and hang-ups. It’s the reason 
these crowns give smoother, faster capping. 

We'll gladly help you performance-test Hi-Speed Crowns in 
your own plant. For full details, call your near-by Armstrong 
office or write directly to Armstrong Cork Company, Glass and 
Closure Division, 5505 Coral Street, Lancaster, Pennsylvania. 


Western Representative: 
JOHN MULHERN CO. 
San Francisco 24, Los 
Angeles 23, Seattle 9 
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says 
COTT BOTTLING COMPANY, INC. 


of Manchester, 
New Hampshire 


“It’s to be good, 
applies to our labeling 
as well as our beverages,” 


On the Carbonated 
Beverage lines, 
sugar-free as well as 
regular beverages, 


this WORLD TANDEM 
LABELER provides the 


capacity — Tandems come in one, two, 

three, four, five or even six labeling 

units, to handle from 75 to over 350 per 
minute. Extra Tandem units are readily 
added. as production expands. 


The Tandem applies body labels, neck 

labels and foil if desired. Continuous 

bottling line production is assured 

for one Tandem unit may be 

shut-down while the others are 
stepped up to take the full load. 


On the Syrup Line: 


this WORLD TURRET 
LABELER handles _ bot- 


tles or jugs gently but firmly, 
without traffic jams, with 
complete safety to the operator and 
the container, with minimum super- 
vision, labor and maintenance. It 
does quality work for a quality line. 


Write for complete information, recommendations and estimates on the 
best Labeler in the WORLD for you. 


ECONOMIC MACHINERY COMPANY 


34 














U. S. Government's Position 
On Sugar Supplies and Prices 


from an address by LAWRENCE MYERS, 
Director, Sugar Division, United States 
Department of Agriculture, to the Indiana 


State Bottlers Association, Indianapolis. 


Tus soft drink industry has become a major in- 
dustry in the United States. A person who wishes 
to remain neutral among us must use caution in 
referring to soft drinks to avoid using terms that 
appear in advertising slogans or using the slogan 
of one company more than he does that of another. 
With all due credit to your effective advertising, 
however, the real credit for the growth of your 
industry, I believe, must be given to the ingenuity 
shown by your industry in servicing the American 
public with a clean, dependable beverage at the 
times and places it is desired. Soft drinks are a 
part of the way of American life. In addition they 
are now going abroad and even are displacing wine 
in the sidewalk cafes of Paris. 

In 1952 your industry sold 27 billion bottles of 
soft drinks in the United States and it appears that 
1953 sales amounted to around 30 billion bottles. 
One of the ingredients of the beverage you supply 
to the American consumer is sugar. Through the 
phenomenal growth of your industry it has become 
the largest industrial user of sugar in the United 
States. The soft drink industry now accounts for 
over 10 per cent of the distribution of our so-called 
primary distributors, such as refiners and beet 
sugar processors. Many small bottlers, however, 
buy their sugar from wholesalers rather than from 
primary distributors. When we allow for their pur- 
chases it appears that around 13 to 14 per cent of 
all sugar reaches consumers in the United States in 
the form of soft drinks. 


With sugar so important to you and you so im- 
portant to sugar, it can be assumed that your indus- 
try is interested in the purpose and administration 
of this country’s sugar program and certainly those 
of us who are concerned with the administration of 
that program are interested in knowing your sugar 
problems and your views on the sugar program. 


In his recent Agricultural Message to the Con- 
gress, President Eisenhower observed that the sugar 
program is “operating in a generally satisfactory 
manner.” He recommended no changes in the Sugar 


Act. Under varying conditions from depression to 
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prosperity the sugar program has worked rather 
well. During the war many additional steps had to 
be taken such as rationing, price control, export 
controls, and governmental purchases which are not 
provided for in the Sugar Act. Even then, however, 
the program under the Sugar Act continued to be 
an important part of this country’s total effort to 
obtain sugar. In 1951 export controls were the only 
addition to the Sugar Act program that was used 
in preventing inflationary world prices from hit- 
ting our domestic consumers. 

The present sugar program can be understood 
best if we understand what preceded it. Historically 
this country has protected its sugar industry by a 
tariff. The tariff had at least one advantage. It 
tended to remain fixed for long periods of time 
and between Congressional hearings on the tariff 
people forgot about it. However, the tariff also had 
several disadvantages. Except when changed by 
Congress the rates were the same when world 
prices were high as when they were low. For ex- 
ample, the tariff protection was the same in May 
1920 when you paid over 22 cents per pound for 
your sugar as it was in May 1921 when you paid 
less than 7 cents per pound. To give you a more 
recent example, if the 1930 tariff had continued 
in effect without change, it is probable that domes- 
tic prices in the summer of 1951 would have risen 
to around 13 cents per pound instead of remain- 
ing below nine cents per pound. The tariff protec- 
tion also tended to stimulate domestic production 
to the injury of our international trade. At times 
this reached a point where it appeared that the 
major effect was to injure foreign exporters rather 
than to benefit domestic producers. Naturally, this 
had an injurious effect on this country’s export 
trade. 

Our present sugar legislation was framed to give 
our sugar industry reasonable protection and at 
the same time to avoid the objectionable features 
of the tariff. Congress has shown over the years 
that it wishes to protect the incomes and living 
standards of American farmers and farm workers. 
Farm wages in this country refiect productive 
efficiency. Nevertheless it is not possible to go on 
forever offsetting wage differentials by increases 
in competitive efficiency. Wages of field workers 
in the sugar industry range from less than one 
dollar per day in some foreign countries to over 8 
dollars per day in our domestic sugar beet industry 
and over 10 dollars per day in our Hawaiian sugar 
industry. 

On the other side of the equation, sugar prices 
in a number of countries are held at levels of over 
20 cents per pound. Naturally such countries use 
only a fraction of as much sugar as we do. Our 
country, incidentally, has taken the lead in attempt- 
ing to reduce trade barriers and to make the world 
market sounder and more acceptable to world pro- 
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The All-Family 
Drink 





so pure... 
so good... 
so wholesome 
for everyone! 
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ducers and consumers of sugar. The International 
Sugar Agreement, recently submitted by the Presi- 
dent to the Senate for its consideration, we believe, 
should lead to progress in this direction. 


Our domestic sugar legislation is designed to 
stabilize prices at levels fair to both producers and 
consumers, to protect and maintain a domestic 


sugar industry of limited size and to promote our: 


international trade. 


The task of undertaking to stabilize prices at 
levels fair to both producers and consumers is not 
an easy one. It requires the increasing of supplies 
in times of inflationary movements and the reduc- 
ing of supplies in periods of market depression. 
Producers are seldom satisfied that prices are high 
enough and consumers are seldom satisfied that 
prices are low enough. Admittedly, the system re- 
quired effort. The fact remains, however, that we 
have gone through a rather extreme range of con- 
ditions, especially since the war, with comparatively 
stable domestic sugar prices. I wonder if any of 
your other major costs have remained so stable 
since the war? 

The great bulk of sugar used in this country 
comes from four domestic areas and two foreign 
countries, namely the domestic beet area, the main- 
land cane area, Puerto Rico, Hawaii, the Phil- 
ippines and Cuba. Smaller quantities come from 
the Virgin Islands and the full duty countries. The 
widely separated sources of supply give maximum 
assurance that sugar will always be available and 
that it will be on offer by a number of competitive 
sellers. 

The nature and degree of protection afforded the 
domestic sugar industry is sometimes misunder- 
stood. During the life of our sugar legislation 
major shifts have occurred in our areas of produc- 
tion and many plants have gone out of operation, 
while others have come into operation. Your own 
state lost its only sugar beet factory, at Decatur, 
Indiana, since the sugar program has been in effect. 
Your neighboring State of Ohio had four beet 
sugar factories in operation at the time the sugar 
legislation was first enacted. Of these four, one 
has been out of operation for several years, one has 
operated only intermittently and the third has 
notified us that it does not intend to operate in 
1954. The Sugar Act is administered to protect the 
incomes of our farmers and farm laborers and to 
obtain approximately 55 per cent of our sugar re- 
quirements from domestic sources. The mortalities 
among sugar mills in each producing area demon- 
strate that our domestic sugar industry is no haven 
for the inefficient. 


Most of you probably feel that you are not con- 
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cerned with our import and export trade, Transpor- 
tation costs constitute insurmountable barriers to 
the distant shipment of soft drinks. I am sure, 
however, that high employment in your automobile 
factories helps to increase the sale of your products. 
The same is true for your iron and steel mills and 
your electrical machinery industry. Even your dairy 
and hog farmers and their children probably buy 
more of your products when they are able to sell 
more of theirs. For that reason I believe it does 
concern the members of your industry that during 
the period our sugar legislation has been in effect 
the exports of each of these domestic products to 
Cuba, our largest foreign supplier of sugar, have 
increased manyfold. 


Although we in the Department of Agriculture 
are not concerned with the competition between 
products, we would be closing our eyes if we failed 
to observe that the sugar industry is concerned 
with the use of competitive sweeteners by your 
industry. Under existing price relationships of the 
past few years beverage manufacturers have in- 
creased their proportionate use of sugar. In 1949 
sugar constituted 93 per cent of the sweeteners 
used by your industry. In 1952 and the first nine 
months of 1953 sugar constituted 95 per cent of 
the sweeteners used by the beverage industry. 


I am not competent to discuss the dietetic mat- 
ters. However, it is a trade fact that the sugar 
market is concerned about sweeteners having no 
calories and with beverages made with them. Con- 
clusions as to long time market effects would prob- 
ably be premature. Such beverages, in part, at 
least, may reach new markets. 


Frankly, I think a great deal of good may come 
from this recent attention to calories. I observe that 
sugar people in their advertisements are now call- 
ing attention to the number of calories in a given 
quantity of sugar. A wider understanding of the 
facts is always helpful in the long run. If a given 
quantity of sugar or sugar-containing product con- 
tains 50 calories, the consumer should, if he is in- 
terested, know it. The physically active may welcome 
the calories. Some may be indifferent to calories. 
Others may prefer to take their calories in one 
form rather than another. Certainly nothing is to be 
gained by letting those who have a justifiable fear 
of excess calories select their food and beverages 
on the basis of ignorance and imagination. Who 
knows, with sufficient effort, the facts may even 
reach the fat man who tries to do gastronomic pen- 
ance for a gluttonous meal by refusing sugar in 
his beverage. 


In a program to acquaint the public with the facts 
about the calories in sugar, it may well be that 
there is the basis for an even closer tie between the 
soft drink industry and the sugar industry. 
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Always a Winner! 


You'll win extra sales, extra cash profits season 
after season when you bottle NuGrape Soda. Nugrape 
is not only the finest-quality grape flavor on the 
market today, but it’s backed by consistently heavy 

advertising and promotion. 
Every day more and more thirsty people—kids and 
adults alike—are calling for NuGrape Soda because 
only NuGrape gives them that rich quality and 
satisfying grape flavor. 
Build new sales, new volume, new profits with 
NuGrape—the aristocrat of grape flavors since 1922. 








Tae BRR TE pen ET eh) EAR ee RE ae Sn - a 








Our Business Is... 





As a new season dawns on the industry 
a basic fundamental is re-stated: we 
must first produce a quality beverage 
and then sell ourselves as well as our 
products. ... That's all “public relations” 
really is, says.... 


CLARENCE N. WALKER 
Coca-Cola Company, Atlanta, Ga. 


7, is not sufficient alone to listen to the addresses 
and suggestions of conventions and return to our 
respective homes and places of business with the 
feeling that our obligations are fulfilled. More than 
that is necessary. Regardless of how good our busi- 
nesses may be or how well satisfied we are with 


present results, we must face up to a great many 
opportunities for improvement in expansion, pro- 
duction, merchandising, quality, service, and con- 
tributions to society. 


Yesterday, Today, Tomorrow 


What have our relations with the public to do 
with industry progress? In other years perhaps very 
little, but today it’s a different story. Our business 
success may ultimately be measured by the quality 
of our products, the character of our service, and 
the extent to which we hold old friends, make new 
friends and get along with people. 


In the evolution of American business four stages 
of growth have been noted; (1) the development 
of men, ideas, inventions and industries; (2) bring- 
ing capital and industry together, financing busi- 
ness and producing merchandise and commodities ; 
(3) an era of governmental regulations and controls 

-some necessary and some not; and (4) the de- 
velopment of merchandise marts, salesmanship and 
service. 


Today we are deep in the maze of further im- 
provement, expansion and pregress of industry 
through proper relations with employers, employees, 
stockholders, customers, competitors, communities 
and society. These relationships are important. They 
are essential to business development and industry 
progress. How well they are planned and executed 
will largely determine the extent of our future suc- 
cess, satisfaction and happiness. The job cannot be 
successfully accomplished by simply employing a 
group of experts. More than that is necessary. 

Relations with the public must be the concern 
of everybody in business—of every person on the 
team. Simply and briefly stated, public relations 
begin with the individual and how he or she gets 
along with other people. Public relations is “A Way 
of Life’’—a way of doing business—getting along 
with the public—an everyday evidence of character, 
decency, humility, justice, fair play, service, sym- 
pathy, courtesy and generosity. 


Meriting Success 


The future of not only our industry, but our Ameri- 








38 National Bottlers’ Gazette 





can tradition of free enterprise, will be influenced 
largely by how well we merit and maintain the 
friendship and confidence of our neighbors. It is not 
sufficient alone to be friendly and talk about good 
will, understanding, and confidence. “Everybody 
talking ‘Bout Heaven Ain’t Gwine There’.” These 
must be fully justified by quality production and 
performance. Without that we have no right to ex- 
pect progress in industry. In business circles there 
is a well known maxim that progress thrives best 
in an atmosphere of respect and good will, both of 
which are the products of quality, good service and 
understanding. 


Are We Satisfied? 


It may be assumed that every business in opera- 
tion is thriving and successful; that adequate 
capital, plant, equipment, materials, “know how,” 
production and marketing have been provided. But 
even that may not be enough—there may be needed 
that germ of the yeast of good will which will in 
a favorable climate multiply and increase so that it 
becomes the very business itself. 

Regardless of how many friends and customers 
we have or how successful our business may be, a 
constant effort should be made to make more friends, 
reach more people and render better service. When 
we begin to feel satisfied with the success of our 
industry—that we are good enough—there is the 
danger signal. It is important that we frequently 
indulge in self-examination—take a new look at the 
progress of our industry—and determine what new 
ideas and philosophies of management and opera- 
tion should be adopted. It might be that from time 
to time we would find our business simply coasting 
—not progressing as it should—not living up to 
the principle of the Golden Rule. 


The 4-Way Test 


Even if your business is successful—so what? Are 
you completely satisfied with it? Why not occa- 
sionally test it by some proven standard of measure- 
ment? For example, there is the well known and 
worth while “4-Way Test.” Ever try it? In the book, 
“Service Is My Business,” there is related the true 
story of how in 1932 one Chicago company was on 
the verge of bankruptcy. It owed $400,000 more 
than the total value of all its assets. The creditors 
named a business manager and assigned to him the 
task of saving that company from failure. Based 
on a familiar scriptural verse dealing with “truth,” 
“justice,” “friendliness,” and “helpfulness,” a simple 
code was adopted to govern the management of the 
business. Here it is: 

1. Is it the truth? 

2. Is it fair to all concerned? 

3. Will it build good will and better friendship? 

4. Will it be beneficial to all concerned? 
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®COKE” IS A REGISTERED TRADE-MARK. 
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“BIRELEY’S KEEPS 
MY ROUTES PROFITABLE 
YEAR AROUND!” 


GEORGE ANTOUS, DANBURY, CONNECTICUT 


“When I added Bireley’s several things happened,” 
says bottler George Antous of Danbury, Connecticut. 
“First, I got more out of every account I had. Second, 
by talking up the non-carbonated and pasteurized 
angles, I got more outlets. Third—and most 
important —the prestige of Bireley’s got me that 
take-home business that I couldn’t get with my own 
flavors. This really helped me in the cooler months.” 


Get in on the Bireley’s Boom! You need only a way 
to supply your present line with hot water. 

And Bireley’s revolutionary new Citro-Flash process 
can give you a share of the soft drink market to up 
your volume as much as 80% — without materially 
adding to your equipment investment or competing 
with any carbonated line you now handle. 





Bireley’s syrup is mixed and injected 
into the bottle just as with carbonated 
drinks. Then, the regular filler fills the 
bottle with hot water at pasteurizing 
temperature instead of carbonated water. 


Write, wire or call collect! Bireley’s field representative 
will be over pronto with the facts on the hottest franchise 
in the beverage business. No reason for you to miss out on 


the Big Bireley’s Boom. Call Hollywood, California—92234. 


40 








George Antous, President of Light Rock Spring Water Company 


9 Balmforth Avenue, Danbury, Connecticut 


' 
4 


if you have steam available now, a New gasket materials developed to per- 
simple heat exchanger unit will furnish 
the necessary hot water. For larger fillers, They stand up under pasteurizing tem- 
a bigger—but still inexpensive—heater is 
used with automatic temperature controls. 


BIRELEY’S DIVISION 


GENERAL FOODS CORPORATION 
1127 North Mansfield Avenue, Hollywood 38, California 


fect Bireley’s new Citro-Flash process. 


peratures, and form a perfect seal for bot- 
tling carbonated drinks under pressure. 





With that code of conduct as a guide, the Chicago 
company was saved. Over and over again the merits 
of that test have been proven. Companies bordering 
on the brink of bankruptcy have been rescued. 
Weak companies have been made strong. Good com- 
panies have been made better. Strong and progres- 
sive companies have been further improved. Why 
not try it on your business? More specifically, there 
are doubtless great possibilities for greater progress 
in our industry through the adoption of better meth- 
ods of human relationships. And there are many 
points at which this can be done. 


Employer-Employee Relations 


Soon you will walk head-on into a multitude of 
business relationships. The first and most important 
one perhaps will be your own office and plant family. 
What is that relationship? Will your employers or 
employees be glad to see you? Will you be glad to see 
them? Will it be one big happy, understanding, 
loyal, industrious, satisfied family? If not what will 
you do about it? 





The first—and most important—opportunity for improving 
relationships starts with your own plant employees. 





There is no more important relationship than that 
existing between employers and employees. If there 
is any secret to success in building good relations 
with the pubic, it is that we must begin at home 
and work from inside out. The program if success- 
ful must begin within the organization and then 
extend through to the community, the state and 
the nation. Unless we are thought well of at home, 
there is little likelihood of building good will else- 
where. 

Every employee in the organization, under the 
leadership of competent management, must feel that 
he is a vital part of a great industry and is making 
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a worthwhile contribution to it and the community. 
He must feel that he is a playing member of a win- 
ning team—and be willing to cheerfully play any 
position on that team. The task is one for each 
individual. And there must prevail throughout the 
organization a spirit of honesty, enthusiasm, loy- 
alty and confidence. 


Customer Relationship 


Next comes relationship and dealings with our 
customers. At the heart of that relationship must 
be quality products, good faith, cooperation and 
confidence. That will result in good will, satisfied 
customers, new friends and greater progress in our 
industry. Every person is a possible friend and po- 
tential customer. No investment will pay greater 
dividends than an investment in friendships. Win 
more friends through courtesy, consideration, ap- 
preciation and super-service. 


“He who would be greatest among you, 
Let him be servant of all.” 


What of the Competitor? 


Belonging to an organization of bottlers of car- 
bonated beverages bespeaks your attestation to the 
importance of establishing friendly and cooperative 
relationships among competitors. Here again the 
practice of the principles of the Golden Rule is essen- 
tial, just as it is in all our personal and business re- 
lationships. Fair and honest competition may be 
made a blessing to any industry. It should be so con- 
ducted as to serve the best interests of all the peo- 
ple. That is possible even though not always prac- 
ticed in every industry. 


The Community and Society 


Time will not permit a discussion of all important 
relationships — government — buyer—seller—man- 
ufacturer — the press — radio — television — and 
many others. But in our industry they should not 
be overlooked. Full cooperation is important. One 
other relationship of major importance is that 
with the community, society and the public generally. 
An important and vital force affecting business in 
America today is the opinion of the people. Good 
will and confidence between the people and our in- 
dustry, therefore, are essential to progress and 
success. The world is our parish. Opportunities for 
making friends and expanding our industry are un- 
limited. You and I are representatives of our in- 
dustry to society and the public. We are am- 
bassadors to every phase of community and public 
life. The task ahead is a challenging one. The stand- 
ing and reputation of our industry will be measured 
and appraised by how well we do our jobs—the ex- 
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They Come Back 


GAIN-and-AGAIN-and-AGAIN-and-AGAIN 


for Jévn. D GINGER ALE 


The popularity of Vernor’s “Deliciously Different’ Ginger Ale 
has an amazing stability. Vernor's drinkers come back again 


and again... all their lives. 


The acceptability of Vernor's for the past 87 years has had a 
rock-like firmness . . . proof that Vernor’s sales have never been 
affected by whims or fads. Year after year of steady increase 
makes the bottling of Vernor’s Ginger Ale a growing and stable 


business. 


Franchise Division 


JAMES VERNOR COMPANY 
Detroit 26, Michigan 


Our New Home! 
Will be the most beauti- 
fully modern manvfac- 
turing and bottling plant 

in North America. 


6608 
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() CAPITAL OUTLAY 
ee 


() MAINTENANCE 
EXPENSE! 


By now practically all operators of bottling 
plants know about the many advantages and 
economies of the CARDOX System of Bulk 
Liquid CO2 Delivery and Storage. 


They know how CARDOX COsz is delivered by 
tank truck and pumped by the fon into the 
CARDOX Storage Unit at the plant... How the 
System saves labor—reduces COz consumption 
and losses—eliminates servicing interruptions 
—simplifies operations and cuts costs all along 
the line. 


But some operators don’t yet know that they can 
have all these benefits without spending a penny 
in capital outlay or maintenance. If this sounds 
too good to be true, here's how it's done: 


CARDOX Systems are installed on a supply cone 
tract basis. You don’t have to buy a single item 
of equipment and installations are made by 
Cardox Engineers at our expense. We perform 


CARDOX CORPORATION 


CO2 Supply Depots at: Norristown, Penna. 





and pay for all normal maintenance. All you pay 
for is the CARDOX COz you use, at the very 
reasonable rates established in your contract. 


The CARDOX System is now in use in hundreds 
of efficient, cost-conscious plants. WRITE TODAY 
FOR FULL PARTICULARS ON HOW YOU CAN USE 
IT TO IMPROVE YOUR OPERATIONS. 


>k Based upon reasonable consumption requirements 


BELL BUILDING « CHICAGO 1, ILLINOIS 
Suffolk, Va. $t. Lovis, Mo. Barberton, Ohie Dearborn, Mich. 


Oakland, Calif. Los Angeles, Calif. San Diego, Calif. Phoenix, Arizona Cabin Creek, W. Va. 
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tent to which we voluntarily contribute to the needs 
of society. 
“A good name is rather to be chosen than 
Great riches, and loving favor rather 
Than silver and gold.” 


At the End of the Rainbow 


What I have said you already knew. The question 
now is to what extent will we put these fundamen- 
tals into practice? A challenging opportunity is ours 
to assist in staying the tides of uncertainty and 
confusion. This great industry of which we are a 
part opens the doors for distinctive service to the 
community, state and nation. It is our privilege 
to voluntarily do for each other and society the fair 
things because they are fair—not because we are 
forced to do them. 

Tell the story of our industry to a waiting world 
—to every person in your state and beyond—and 
keep on telling it. 

The job is an endless one unless we are willing 
one day to be forgotten. Can we do the job? Of 
course we can. The time to worry is when we think 
the job is finished. We will not see the finish. Keep 
on ringing the bell. Continue to tell the story. Make 
new friends. Reach every potential customer. Ever 
improve the quality of the product. Render the best 
possible service. Reap the harvest of your labors. 

There is no way of measuring the quantity of 
soft drink that one customer could consume in one 
year—nor how much all the people could consume 
in one day. That is controlled by desire, capacity, 
and supply. As demand is enlarged, production is 
increased, sales are multiplied, and profits are en- 
hanced. The frontier of this business is the people. 
Get a mental picture and vision of the future poten- 
tial and see the unlimited possibilities ahead. Let 
us all continue to play host to a thirsty world. 
Through the proper maintenance of “The House We 
Live In,” may we make our contribution to the sup- 
port, satisfaction, contentment and happiness of all 
the people everywhere. 





Indonesia Pushes Sugar Expansion 


Indonesia is actively trying to increase sugar 
production, according to reports received by B. W. 
Dyer & Co. The sugar program has been stimulated 
by a loss in revenue from rubber, and the Indonesian 
Government estimates it may have about 500,000 
tons of sugar available for export from the 1954 
crop. 

Prior to World War II, Indonesia was one of the 
world’s leading sugar producers and exported about 
1,200,000 short tons of sugar annually at that time. 
Her sugar industry was practically wiped out by the 
war, but apparently is now recovering rapidly. The 
amount of sugar available for export from the 1953 
crop was 150-200,000 short tons. 
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Bottler Honored 

William G. Zetzmann, chairman 
of the board of the Zetz Seven-Up 
Bottling Company, Inc., New Or- 
leans, has been honored with the 
top annual award of the Sales Ex- 
ecutive Council of the Chamber of 
Commerce of the New Orleans 
area. Mr. Zetzmann was presented 
with a plaque naming him as New 
Orleans’ Star Salesman-at-Large 
for 1953, the organization’s top ac- 
colade. 


Planning Committee 

James W. Carkner, Pepsi Cola 
Co. and James A. Farley, Coca-Cola 
Export Co., have been named on a 
committee of 150 planning the din- 
ner in honor of Dorothy Shaver, 
president of Lord & Taylor, spon- 
sored by the National Conference 
of Christians and Jews to be held in 
New York. The annual gold brother- 
hood award of the National Con- 
ference will be conferred upon Miss 
Shaver “for outstanding achieve- 
ment in the field of human rela- 
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RE-ELECTED PRESIDENT OF ATLANTA 


FREIGHT BUREAU 


ARTHUR L. HARRIS 


Atlanta Paper Company 
President Arthur L. Harris 
was unanimously reelected 
president of the Atlanta 
Freight Bureau at the re- 
cent annual meeting of this 
group. The occasion 
marked the 52nd anniver- 
sary of the Atlanta Freight 
Bureau, a non-profit coop- 
erative organization. 


May, 1954 





TRIED... 
TESTED ... 
PROVEN 












VOLCKENING 


Pioneers Again 
with... 







NYLON 


BRUSH SPINDLES* 


AND 2s & Fs | 


+ a : : : 
RINSING TUBES mm i 




















#5 
ss 











thee YOU'LL 
~ SALES WITH KELVINATOR 
BEVERAGE COOLERS 
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Model BC-180LLS 


Easy lift lids 





Sturdy, easy-to-lift lids with stainless steel tops 
and sealed-in, light-weight Styrofoam insulation. 
Combination rubber and fabric hinges insure long 
life. Rubber hand grips serve as ‘‘shock absorbers”’ 
when lids are opened. Completely sealed cabinet 
(214" Fiberglas insulation) . . . plenty of refrig- 
eration tubing for faster beverage cooling . . . wet 
or dry operation . . . more obstruction-free stor- 
age space thrifty-operating, trouble-free 
Polarsphere mechanism. 


UNCOVER MORE 





Smooth-operating, easy-to-clean, stainless steel 
sliding lids (with Styrofoam insulation) encourage 
impulse buying ... increase sales... right at the 
point of sale! Customers like this cooler’s clean, 
sanitary appearance...the ease and speed with 
which they can serve themselves. And you'll like its 
quiet, automatic, trouble-free operation, its ability 
to doa big cooling job fast, its glistening white finish. 
You'll like the way this surprisingly low-priced 
cooler attracts traffic—sells more beverages — 








makes more profits for you! 





Model BC-180 


Both powered by famous, silent POLARSPHERE unit for long life and trouble-free service 


“ aeaiaes WHY WAIT? CLIP THIS COUPON Por Cane, 


O.K. Kelvinator! | 
Nash-Kelvinator Corp., | 
Beverage Cooler Dept. No. NB-5 | 
Detroit 32, Mich. | 
C) Send literature, pricing and financing data | 
C Please enter my order for. beverage coolers | 
OD with sliding lids . . : DF with lift lids I 
SE ae 
Company Name........... | 

| 

| 

| 
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You get all these benefits when you buy Kelvinator Beverage Coolers 
© Controlled quality . . . cabinets completely designed, engineered and built by one 
manufacturer. 


@ Easy financing . . . ReDisCo, Kelvinator’s wholly-owned subsidiary makes four 
sales-assisting financing plans available to you. 


@ Wet or dry operation . . . dual-type operation eliminates possibility of cooler 
obsolescence. Easy draining. 


@ Nationwide sales and service assistance . . . Kelvinator has 44 factory-controlled 
strategically located parts depots. 


You'll be busier with 


Koeclsumnator 


Division, Nash-Kelvinotor Corp., Detroit 32, Michigan 
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VENDOR AND COOLER NEWS 








@ PLACEMENT 


FINANCING 


MERCHANDISING 


MARKETS 


costs 


SERVICING 


NEW MODELS 


Merchandising Kit Offered by 
Ideal Dispenser 

A new “sales-maker” merchandising kit has been 
supplied to Ideal Dispenser Co., Bioomington, III., 
district sales representatives, who will make them 
available to bottlers. 

The kits are designed to help bottler’s routemen 
in approaching and selling location owners on the 
profits that exist in offering their customers a 
variety of drinks from Ideal Selective Venders. 

The convenient kit includes many sales aids such 
as a folder providing a brief, yet effective picture 
of the complete Ideal vender line, specification 
sheets covering every model available, reprints 
of current advertisements, price lists and advertis- 
ing schedules. The material is enclosed in a handy 
folder designed to carry promotional merchandise, 


prospect lists, contracts and other sales material. 
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Pepsi-Cola Company Awards 


Picnic Cooler 
m Airman Charlie Kurtz, basic trainee at Sampson 
# Air Force Base, Geneva, N. Y., recently found him- oo 
¢ self the surprised recipient of a picnic cooler from iN i \ | Q 
- Pepsi-Cola Company, when he unknowingly un- 


capped the 12 millionth bottle of Pepsi-Cola dis- 
tributed at the base since its 1950 reactivation. _ 
William K. Walker, manager of Pepsi-Cola Au- | _ eee 
burn Bottlers, Inc. who made the presentation re- we 
ports that his company has maintained 160 ma- | 
chines on seven days a week service for more than | NATI oO NAL’S Mews x si, 
two years. The Auburn Bottling Company runs | e, 
seven trucks daily in the summertime and four in 
the winter. With the opening of the 12 millionth 


bottle, Walker also recognized salesman Erwin Roff Ss i M » L a x Cc U P D [ S$ ad ER 
who has personally been responsible for dispensing 


more than 3,755,000 bottles on the base. In addi- 








A\ 








tion to stimulating local business, Pepsi-Cola vend- Simplified design with 
ing sales have provided $125,000 in Air Force reve- 
wee. ¥%, the usual parts means 


THE 12 MILLIONTH BOTTLE 


smoother function... fewer service 
calls... less cost! 


Turret entirely loaded from the front. 


Greater cup capacity, yet no extra height. 





Clear plastic turret gives you visibility 
for inventory. 


Positive delivery of cups. 


Mechanically designed to prevent cup 
stealing. 





Left to right are Herb Middleton, Pepsi-Cola Syracuse | One motor drives the entire mechanism. 


Region; Erwin Roff, salesman; William K. Walker, man- 
ager of Pepsi-Cola Auburn Bottlers, Inc.; Nelson E. Cole, 
Concession Supervisor Sampson Air Force Base; and Air- 
man Charlie Kurtz, the winner of a picnic cooler awarded 
at the Sampson Air Force Base. 





You'll save money because there will be 
less “down time”’ and fewer service calls. 











Auburn Bottlers, Inc., along with other central NO. 7000 
New Y ork soft drink bottlers has been the center 6-Stack Cup Dispenser . . . $47.75 F.O.B. St. Louis 
of nationwide attention for military vending tech- (Old Standard Model formerly $65.95) 
niques developed at the Sampson base. 

P ‘ NO. 7100 

National Rejectors Markets 10-Stack Cup Dispenser . . . $54.75 F. O. B. St. Louis 
New Penny Refunder | (Old Standard Model formerly $74.15) 

With the penny playing a more important part LIBERAL TRADE-IN ALLOWANCE NO. 7100 
of our economy every day, National Rejectors, Inc., 
has developed and marketed a penny refunder. Comparison will prove there iA no compaison 


Operators in all parts of the country are converting 
more and more vending machines to handle odd 
cent sales. This has created a demand for better NAT H °o NA L 
penny handling. 
The new 6600 series Electric Penny Refunder is 5100 San Francisco Ave. « St. Louis 15, Mo. 


ATLANTA 3, GEORGIA, 685 Peachtree St, N. E.—Phone: ELgin 4318 
REJECTORS ... CHICAGO 39, ILL, 4907 W. Fullerton Ave.—Phone: NAtional 2-3614 
DALLAS 5, TEXAS, 3202 Knox Street—Phone: JUstin 2291 
LOS ANGELES 6, CALIF., 2309 West Pico Bivd.—Phone: DUnkirk 2-5772 
TORONTO, ONTARIO, CAN., 1551a Eglinton Ave., West, Orchard 2885 
National’s answer to the penny problem. The penny Phone COlfax 1-1900 WOODSIDE, L. ISLAND, N. Y., 39-30 61st St—Phone: Ilinois 8-6302 
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YOUR OWN PORTABLE REFRIGERATOR 











MADE TO YOUR SPECIFICATIONS 


For year around sales here’s a salesman that is 
tops! KampKold Portable Refrigerators, made 
to order with your brand name stamped, em- 
bossed or applied with decals, sell for you con- 
stantly. 


It pays to pick KampKold for quality con- 
struction that matches that of the finest home 
refrigerator. Made by American Gas Machine 
Co., noted for fine craftsmanship in metal since 
1896. 58 years of experience is your assurance of 
quality. KampKold’s finer features make it easier 
to demonstrate, easier to use, easier to sell! 



















Your choice of 6 models in steel and 4 models in alumi- 
num — Models for every need in every price range. 
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FINER FEATURES 
FOR MORE SALES 
@ Color Schemed to Your 


Specifications 
@ Fiberglas Insulation 


EXCLUSIVE! 


"Cam Lock" Handle 


) Handle upright 
|. —cover securely 
| locked! 
@ Vacuum-type Construction 
@ All Aluminum Interior 

@ Strong Steel Exterior sat™® 
@Recessed Drain Plug | ; 


@ Exciusive "Cam Lock” POSITION 3. 
Handles with Bottle Lowered handle POSITION 2. 


to release top. andle lowered 
Opener Built in - eons See. 














List of national soft drink bottlers and breweries presently 
using KampKold available on request. 


WRITE TODAY FOR COMPLETE 
INFORMATION AND PRICES 


AMERICAN GAS MACHINE CO. 


Division of Queen Stove Works 
ALBERT LEA, MINNESOTA 








A PENNY REFUNDER TO HELP SALES 


The new hopper-loaded electric penny re- 
funder developed by National Rejectors, 
Inc., can be adjusted to take care of neces- 
sary price changes as the cost of the goods 
vended fluctuates. The unit may be used 
in connection with any other National 
electric coin mechanism. 





refunder gives the customer single coin operation 

. no more searching for the proper number of 
pennies. It features fast hopper-loading with a 
large 2000 penny capacity that is easily inventoried. 
There’s a simple plug-in installation with front, 
side or inside mounting. Should it be necessary to 
make a price change, this can be done right on loca- 
tion in just a short time. The entire mechanism 
is precisioned engineered to prevent jack-potting 
and National’s Penny Refunder can be used in con- 
nection with any other National electric coin mech- 
anism. From actual tests and on location where 
the Refunder has been used, sales increases of a 
minimum of 10% have been shown in every case, 
according to reports from the company. 


Vendorlator Introduces New 
Bottle Vender 

The Vendorlator Manufacturing Company has 
started production on a 340-capacity bottle vender, 
according to an announcement from Howard M. 
Tripp, executive vice president and sales manager. 

Called Strato-Cold, the machine employs a refrig- 
eration principle entirely new to vending in which 
the temperature of the next-to-be-vended bottle is 
raised less than ten degrees during the few minutes 
following addition of 240 bottles at 100 degrees 
temperature. Within two hours, the bottle in this 
position is back to its normal 30 degrees, Mr. Tripp 
stated. The cooling principle directs full impact of 
cold air on those bottles to be vended first. 

The new model also features an adjustable full- 
empty indicator allowing placement of up to 95 
bottles in the pre-cooling compartment. It weighs 
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593 pounds, occupies seven square feet of floor space 
and is 78 inches high, 30 inches wide and 34.5 
inches deep. 


Apco Appoints Regional 
Representatives for Texas 

Apco, Inc., New York, N. Y., manufacturers of 
beverage dispensers and vending equipment, has 
announced that Sterling Sales & Service, Inc., of 
2019 Jackson Street, Dallas, Texas, will serve Apco 
as regional representatives for the state of Texas. 

Sterling, according to the announcement, will 
handle complete sales and services in that territory 
for the Apco line of Automatic SodaShoppes and 
will carry complete inventories of spare parts and 
supplies. 


Champion Vender Appoints 
Two Sales Engineers 

Martin Singleton has joined the Champion Vender 
Company, Hopkins, Minn., as Sales Engineer to 
represent the company in Missouri, Kansas, Ne- 
braska and Arkansas, according to a recent an- 
nouncement from the company. 

Mr. Singleton is well known to the trade in this 
area, having actively worked with the bottlers dur- 
ing the past five years. His experience and knowl- 
edge of the vending business qualifies him to pro- 
vide outstanding service to the bottlers in these 
states. Mr. Singleton will make his headquarters 
in Sedalia, Missouri. 

The company. has also announced the appoint- 
ment of E. A. Sweat who has joined the organiza- 
tion as Sales Engineer to cover Illinois, Michigan, 
Indiana, Kentucky and Tennessee. Mr. Sweat is a 
graduate of Illinois Wesleyan University. He is a 








CHAMPION VENDER CO. APPOINTS NEW MANAGERS 


Eugene H. White, president of the Champion Vender Co., 
Hopkins, Minn., has announced the appointment of two 
more territory managers. Howard Tebay, left, will manage 
a territory comprised of Ohio, West Virginia and West 
Pennsylvania and Charles Deicke, right, will manage the 
territory of Maryland, New Jersey, Delaware and Eastern 
Pennsylvania. The appointment of these men is in keeping 
with the company policy of maintaining an outstanding or- 
ganization to aid interested customers in the field develop- 
ment and use of vending equipment. 
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Your ChOscé or tree GREAT VALUES 








SEND THIS COUPON NOW » 


Atlas WARIETEE com venvor /) 


to Fit Your 
Market! 


unior 


This is Value No. 1 — The popular small-size 
vendor that occupies less than 5 feet of floor space, 
and vends five flavors. Equipped with National 
Rejector’s coin mechanisms and changers, in a wide 
selection of either electrical or manual models. Holds 
60 six-ounce bottles in the rack; 80 in pre-cool — 
handles all bottles 6-o0z. through 12-oz. 


Ablas WARIETEE com venvor Senior 


€ 


Value No. 2 — The time- and location-tested vendor 
with Stratified, Controlled Cold Air Flow. Equipped 
with National Rejector’s coin mechanisms and 
changers. The rack vends seven flavors, and has a 
capacity of 105 six-ounce bottles; 60 in pre-cool. 
Both Senior and Junior models handle all size bot- 
tles, 6-oz. through 12-o0z. Extra refrigeration ca- 
pacity to assure constant flow of really cold drinks. 


Atlas DRY ELECTRIC COOLER a, oe 


And this is Value No. 3 — Same sturdy, heavily 
insulated cabinet as VARIETEE Senior. Thoroughly 
tested in Southern markets, the reception of this Dry 
Electric Cooler has been so enthusiastic that we now 
offer it as a regular member of our national line. 
We believe the ATLAS Dry ELECTRIC has no equal 
in the dry cooler field today. Stratified, Controlled 
Cold Air Flow cools drinks quickly, keeps them 
cold. Capacity: 210 6-ounce bottles, standing; 
320, corded. 


“Fifty Years in Dallas” 


ATLAS METAL WORKS 


Vendor Division, P. O. Box 5208, DALLAS, TEXAS 





ATLAS METAL WORKS, Vendor Division 


PSP 


Box 5208, Dallas, Texas 


Please send me complete information about Atlas Vendors and 
Coolers. 


Name 





Address sa 


City 


Firm 





State_ Ts 
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gas solid - liquid 


buy from PURECO—supplier of high purity 
CO, for almost half a century 


planned CO, installations assure proper 
equipment tailored for present needs and 
future growth . . . investigate our equip- 


ment plan 
* 


There are 70 PURECO distributing points ready 
and willing to serve you promptly and assist you 
with technical advice on your special problems. 
Look us up in your telephone directory—or write 
our nearest office. 





A DIVISION OF AIR REDUCTION COMPANY, INCORPORATED 


GENERAL OFFICES: 60 EAST 42ND STREET, NEW YORK 17, NEW YORK 


SERVICE-DISTRIBUTING STATIONS IN PRINCIPAL 


Ned Pure Carbonic Company 


CITIES 





native of Illinois and at present resides in Spring- 
field, Ill., which will also serve as his headquarters. 

The appointment of these two representatives is 
another step in the Champion Vender Company’s 
program to provide top grade field representatives 
throughout the nation. 


New Chairmen Appointments By NAMA 

National Automatic Merchandising Association 
Committee Chairmen appointed for 1954 have been 
announced by I. H. Hous*<u, president of Spacarb, 
Inc., Stamford, Conn., and president of the Asso- 
ciation, as follows: 


Committee 

Automatic Merchandising 

Directory 
Advertising Sales 
Convention and Exhibit 
Executive 
Finance 
Manufacturers Division 


Membership Building and 
Maintenance 


Motion Picture Fund 
Raising 


Sanitation 


Chairmen 

Donald M. Kendall 
Pepsi-Cola Co. 
O. A. Glazebrook, ITI 
Canada Dry Ginger 
Ale, Inc. 
Mel Rapp P 
Automatic Products Co. 
I. H. Houston 
Spacarb, Inc. 
Thomas B. Donahue 
National Vendors, Inc. 
John T. Pierson 
The Vendo Co. 
Thomas A. Buckley 

(Co-Chairman) 
The Vendo Company 
tichard L. Cole 
Cole Products Corp. 


S. G. Lyon 
Lyon Industries, Inc. 


Increase Production of 








Combination Cooler 

The Bevco Company, Inc., St: Louis, Mo., manu- 
facturers of beverage coolers, has enlarged produc- 
tion of its electric beverage cooler with cold water 
drinking combination, in response to increased de- 
mand for this unit. 

According to the manufacturer, restaurants, cafe- 
terias and commissaries as well as industrial plants 
find this beverage cooler with the desired water 


accessory a necessity. 





BEVCO’S WATER AND REVERAGE COOLER 

This electric beverage cooler with cold water drinking 
accessory is proving to be an important convenience in 
commercial and industrial instaliations. 
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The smaller four foot model now in production 
may have an additional advantage for business of- 
fices in reducing outside trips by the office staff. 
This unit offers dry bottle, food storage and cold 
water for drinking. 


Small Space Vender 
Announced by Ideal 


The increasing demand for a vender to fit in small 
space locations prempted the manufacture of the 
Ideal 85-B. This selective vender was specifically 
designed to fit in service stations islands, walkways 
in factories, hallways in schools and institutions, 
and other locations where, previously, space pro- 
hibited the installation of venders. 


NEW SELECTIVE VENDER 








Designed for limited and narrow space areas, this vender 
unit offers six flavor selections and holds approximately 
6 cases for vending and pre-cooling. The packaged re- 
frigeration system keeps maintenance costs down and 
insures trouble-free service. 





Market tests have proved that a six flavor selec- 
tion in these heavy traffic areas increased, not only 
cold-bottle sales, but take-home sales as well. 

The 85-B unit, manufactured by the Ideal Dis- 
penser Co., Bloomington, IIl., is cooled by the main- 
tenance-saving package refrigeration system. 


VenDime Opens Second 
New York Operation 

The VenDime organization recently opened its 
second New York office feeding installation in mid- 
Manhattan at the American Lumberman’s Mutual 
Casualty Insurance Company. 

The insurance firm employs about 500 persons, 
most of whom work on the 17th and 18th floors of 
the office building. The automatic cafeteria is on 
the 18th floor with 16 tables and a large banquet 
table and seating room for 100 employees. The 
cafeteria area is 30 feet by 44 feet. 

Vending battery at the Lumberman’s consists of 
a Spacarb four-drink cup vendor, a Bert Mills cof- 
fee machine, a Fred Hebel ice cream machine, 
Stoner cigarette, pastry and candy venders, and a 
changemaker. 
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- Get more profit from cold bottle sales! 



































way 
down 


Cold bottle sales naturally go up with 
Ideal selective. vending. But you don't 
pay the penalty of increased service and 
maintenance, because only Ideal offers 


you interchangeable packaged refriger- 
ation systems. Your investment is pro- 


tected, and service costs are at the 
ef flavors from a single very minimum to give you a bigger share 


Ideal vender, and sell of the profits. 


eh at I Ideal Offers You Low Cost 

li. os dil Selective Vending In Three 
implicity of design. 

Smooth easy working Basic Styles and apacities. 





@ Selectivity. You can 
vend your complete line 















coin unit and a single © 300-B vending and pre-cooling approximately 
moving part makes for 10 cases "ee 
trouble-free operation. ® 85-B vending and pre-cooling approximately 
6 cases 
© 55-B vending and pre-cooling approximately 
a 5 cases 
* Low initial costs, lowest coin unit con- Why Wait ! ! Get more profit from 


version cost. Place more vend i , i Contact your 

a smaller investment. eo : LONER: HOM : 
Ideal representative or write to — 

Ask about the new flexible financing plan ‘ 

that conserves your capital. It will help you 





start your vending program now! 








BLOOMINGTON, 
Factories in Bloomington, illinois and Conyers’ Ohio 
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HYDRO-JETS 


yea itlol ina meliloh’ an ial-ie olehail=x 
'©7N'7-m Melale(-1aeeladtlcloliniomy Vailels 


CUSHION-SAFE 
ROTARY INFEED 


CUSHION-SAFE 
DISCHARGE 


Safest, Smoothest, 
Gentlest Bottle Handling 





RUBBER 
CENTERING CUPS 


Positive Scratchless, 
Scuffless Centering 


the 3// NOW Hydro-Jet 
Superkleen Bottle Washers 


CONTINUOUS MOTION 
CARRIER CHAIN 


Tiireloh ism Olalialiciaae) ohi-te Ml stohait= 
Movement Saves Machine 
Saves Bottles, Saves Power 


No other bottle washer can compare! 
Completely new—in design, performance and looks. 
Each bottle receives a series of powerful Hydro-Jet treatments — 
plus long caustic soaking. Every bottle clean, inside 

and out! The all-new LIQUID Superkleen is the most 
modern, most efficient bottle washer ever made! 


In 20, 24, 28 and 32-wide sizes for 1/2-pints and pints. 
In 20 and 24-wide sizes for quarts. 


x 


For New Folder and Complete Information Write to 


THE [ IQ UJ D CARBONIC CORPORATION 
3100 South Kedzie Avenue ¢® Chicago 23, Illinois 








TO CAN OR NOT TO CAN 





(Continued from Page 12) 


This move into the new departure from soft drinks 
in bottles had behind it an organization well financed, 
no bottling plants of their own to replace or aban- 
don, no bottles and cases in the trade to pick up or 
replace, no personnel to change, no trucks to retire 
or sell, no route salesmen to discharge, and no ma- 
chinery to abandon. They did have a background 
knowledge of completed market surveys, dealers’ 
attitude towards handiing of deposit cases, and 
proof of the total disregard for the two cent deposit 
for bottles costing the bottler about 7c. They knew 
there was no‘incentive for driver-salesmen to pick 
up bottles at their deposit value where no compen- 
sation was given. Neither was there an inducement 
to the dealer to endeavor to have bottles and cases 
returned to pay back deposit money the retailer 
already collected. They knew the bottler’s cost of 
store-door delivery, route supervision, point-of- 
purchase advertising, truck expense, and the vul- 
nerability of the chains and food wholesalers for 
package changes. They knew also the all-high sale 
of package foods through such outlets. They had 
the money to back that knowledge with can packag- 
ing in soft drinks. One of the trade papers showed 
that in June 1953, alone, their newspaper adver- 
tising costs were $39,000.00—and expenditures of 
$13,500.00 weekly for TV and radio programs. 
When this move of soft drinks in cans hit the 
market, several other companies jumped the gun, 
so to speak, and went all-out with a flat-top can. 
One company in the northwest launched a campaign 
covering eleven western States. From then on it has 
been a can plant per week entering the picture. 
How many of these companies have full knowledge 
of the great change in operations and other ramifi- 
cations so far different from their experiences ? 


What Are The Problems? 


I will endeavor to point out several pitfalls of 
such moves, overlooked by people already canning 
soft drinks, contemplating the move, and those on 
the fence. 

First let me clarify my position. . . . I wish to 
state that this discussion is not all my opinion, 
belief or full knowledge in a positive nature, but 
information gathered by personal contract, and data 
given me by present can manufacturers, suppliers, 
field research engineers, various people with years 
of experience in successful manufacturing, selling 
and merchandising behind them. 

First, let us take the can itself— 

Cans are classified in three ways: 

1. Cone type or crowned cans 
2. Flat top cans 


3. Still or low carbonated beverage cans. 
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1. Cone top cans will take up to 34% volumes of 
gas and are lined with a wax liner. Over 34% volumes 
of gas, the safety factor enters the picture and the 
possibility of much earlier penetration by the carbon 
dioxide through the wax liner to the metal exists. 
Such penetrations, whether pinpoint type or mass 
contact with the tin itself, definitely changes the 
aroma, bouquet and flavor of the contents, and in a 
very short time the product itself is unpalatable 
and unfit for sale. The limit of 34% volumes of CO2 
also prohibits highly carbonated drinks, such as 
ginger ale, carbonated water and other drinks palat- 
able with more than 3% volumes. Although the cone 
type can is considered the more sanitary due to 
crown sealing—with a like advantage of drinking 
out of the can—it nevertheless costs more. 

Cone cans, due to their cone shape, also must be 
packed in so-called 6-pack or suitable cartons for 
display, handling and stacking purposes. 

2. Flat top cans are limited to 3 volumes of gas 
and are lined with enamel. The 3 volume limit of 
course prohibits any drink manufactured over 3 
volumes, such as Kola’s, and others of like car- 
bonation. The same danger of over-carbonation 
exists in the flat top can as exists with the cone type. 

The manufacturers of the cone type can claim 
that the flat top can is unsanitary to drink out of 
due to handling, etc. before opening, and mouth 
contact with the punctured opening is also danger- 
ous. However, the flat top can is cheaper to manu- 
facture, stack or display. 

3. The Still or Low carbonation type can is also 
a flat top and can be filled warm or hot. Due to the 
lack of COe this type has an advantage of a dry 
finished package. 

All three types of the present day can must be 
thoroughly dry before putting them into cases or 
cartons. All finished packages of cans must be stored 
dry and kept dry. They must be hauled and de- 
livered dry and the dealer must store dry. Any 
contact with dampness will start corrosion in the 
outside seams of the package itself. This item may 
cause many manufacturers to change their storage 
ideas or blow, heat, or wipe dry the cans before 
packaging in containers. 

It may cause some to change their type of truck, 
so as to protect packages enroute from rain or 
dampness. 

In purchasing the cans the bottler will find a 
difference from his regular habit of purchasing 
glass. Cans are paid for in cash for metal-in-process 

not 20% in 30-90 days, as is the habit of many 
bottlers. Each flavor should have a different liner, 
either wax or enamel, to suit the contents. 

The supervisor of Field Research for one of the 
largest can manufacturers states that the purest 
of sugars must be used, as a slight change in the 
quality of the sugar can change the quality as much 


as 25%. The very best of waters must be used and 
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big reason bottlers prefer 


Bottlers, coast to coast, are plenty happy 
about the “accessibility” feature COPELAMETIC 
offers. Sure, CoPELAMETIC is an economical, 
direct-drive motor—compressor that needs no 
troublesome seals or belts and requires no manual 
oiling. That’s mighty important, because it cuts 
servicing needs 90%. But the highlight is 
“accessibility.” If the need ever arises (and it’s 
rare), your serviceman can take care of it on the 
job without special tools. The cooler is promptly 
back in operation keeping beverages at the proper 


temperature, 





REFRIGERATION UNITS (OPEN - TYPE AND % 


COPELAMETIC) WATER COOLERS 


COPELAND REFRIGERATION CORPORATION - 


COPELAMETIC 


we 
—_ 





Millions of CopELAMETIC units in use attest 
to their rugged dependability. With CopELAMETIC 
you get high BTU output with low power con- 
sumption. The unit operates quietly and efhciently 
giving positive protection. 


For replacements insist on COPELAMETIC, In 
the new coolers you buy, be sure the refrigeration 
unit is a CopELAMETiIC. And for remote use, there 
are COPELAMETIC units in sizes through 714 H.P. 


Write For Butvetin C-54 
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How'll you have your sugar ? 








ee Sure, the economy, convenience and sanitary features 










of Flo-Sweet liquid sugar are known to progressive food manufacturers,” 
agrees your Flo-Sweet Engineer. “But here’s still more good news! 
Now you can realize similar advantages with dry, granulated sugar! 


a“ 


Here’s another Flo-Sweet service to meet your own special requirements. 





























“Yes, Flo-Sweet now brings you crystal-pure granulated, in bulk form to cut 
your handling costs, delivered either in specially built sealed railway cars or 
in special self-emptying highway trailers. You'll get the same high quality, 
the same thorough service, the same individual attention to your particular 
needs that you’ve enjoyed with Flo-Sweet liquid.” 

Whether your sugar handling needs are best met by a liquid system or by a 
dry bulk system, you can count on the unmatched experience and sound 


advice of your friendly Flo-Sweet Engineer. Why not consult him? 











REFINED SYRUPS & SUGARS, Ine. | 
YONKERS, NEW YORK | 
SERVING INDUSTRIAL SUGAR USERS EXCLUSIVELY. 
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never contain over 5 ppm. hardness in iron content. 
Uniform concentrate and formula must be used at all 
times, and standard regular carbonation must be 
used according to kind of beverage and samples 
which have been approved by chemists for each 
individual flavor or package. 

Assuming that a canner were to start to manu- 
facture a line of flavors; first he would get a sample 
of his ready-to-use concentrate, sugar in exact quan- 
tity and quality—water of unquestioned quality— 
together with his formula and carbonation. 

This sample would then be sent to the can manu- 
facturer and after several weeks a liner for that 
one flavor would be recommended. This flavor then 
could never be changed in any way—concentrate, 
sugar, water—as the total is “married” to the rec- 


._ommended liner. 


This same will have to be done with each individ- 
ual flavor—so that the soft drink manufacturer 
must purchase cans to suit each flavor canned. This 
research supervisor also states that even then the 
can manufacturers will not guarantee the recom- 
mended liner. 

There are, of course, other changes that should 
be considered before getting involved in the jump. 
In most cases the old bottling plant personnel must 
be changed. The old time truck driver or delivery 
man is out—one is dealing with purchasing agents 
when dealing with chains or super markets, and in 
most cases they are experienced merchandisers and 
buyers. Therefore, the canner must employ the high- 
est type man he can get if he expects to outsell his 
competitor or get his fair share. He must also 
remember that the cost of cans—around $1.00 per 
case of 24— including carton—plus 6-bottle carriers 
(4) and other added and extra costs does not leave 
much room, if any, for regular routes or regular 
store-door delivery. The canner must also be ready 
to back a growing Accounts Receivable. This is not 
a cash business. One operating soft drink canner 
states that his Accounts Receivable grew from 
$8,000.00 to $123,000.00 in sixty days. 

He must also be prepared that when he launches 
his campaign for cans he is selling a new article— 
foreign to his regular bottle business. He may be 
called upon by the dealer to pick up all his empties. 
You say, “this is fine, I’ll get my bottles back.” 
I can’t say that this is a bad way to get your own 
bottles back, but is it a good one; to outsell your- 
self—to talk the dealers into can sales and belittle 
your bottle sales? If this is true, what do you 
expect to do with your bottling equipment, bottles 
and cases ... after your dealers have been sold on 
cans for your product instead of present packages. 

Another thing to remember always is that the 
move toward canning of soft drinks is inviting out- 
side competition into the soft drink business. 

General Foods, Sunkist, Clinton Industries, can 
goods packers—are equipped to put on the market 
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in a very short time any product you can manu- 
facture and have several added advantages. They 
have the equipment for manufacturing, purchasing 
contacts and merchandising experience with all 
chain and food stores. They have no trucks to retire, 
no change in personnel and nothing to add to their 
set-up. Another great advantage is their ability to 
“tie-in” their advertising with other products. 
This is also true with brewers in many cases. 
There is a report of a move on now in Washington 
to change the Internal Revenue Laws so as to per- 
mit brewers to use their plant facilities for the 
manufacture of soft drinks. The present law will 
not permit the use of such facilities unless they had 
already been in such procedure prior to June, 1936. 
Several brewers have already gone into such busi- 
ness, however, under permissable conditions, and 
some others contemplate such moves as stopping 
beer manufacture and putting up soft drinks in cans. 
Some food houses already are canning soft drinks. 
One company (now canning peas in cans) contem- 
plates canning soft drinks when not canning peas— 
building up inventories during the winter. The shelf 
life here will, I believe, cause quite a problem. 
There is also this to consider—is the flat top can 
such as food packers use the right type for soft 
drinks? In many cases it has proved that it is an 
adult’s package, not for a child; (sharp edges and 


sharp type openers). 


One canner in the west is already facing several 
law suits in less than ninety days, for cut hands 
and lips. Possibly half of these are fakes, perhaps 
all, but nevertheless they are in process. 

There is another point to consider—in most in- 
stances the canning of soft drinks has entered the 
market where bottled drinks wholesale and retail 
higher than average. I am informed there will be 
19 plants in California within 60 days; 8 plants in 
Philadelphia ; 3 in Detroit; 4 in Chicago, and singles 
and doubles all over the nation. 

When these first-in-an-area plants start they cover 
quite a large area, inviting competition—who also 
start and gradually drive him back home. This can 
be a vicious circle and in order to stay in business 
I predict deals and price-cutting. This has already 
started, and by one of the large companies. 

Those five major soft drink companies doing the 
major part of the volume—I cannot conceive that 
this group will be stampeded by a few alarmed bot- 
tlers to change their mode of manufacturing and 
selling. I am of the opinion that if the bottlers of 
carbonated beverages throughout the country have 
had success with a product, made right, advertised 
right and sold right, they need have no fear what- 
ever. In fact, it possibly is something the bottler 
needs to get back into his old campaign spirit, jeal- 
ous of his quality, package identity, advertising 
and service. 


I believe if we all stay with our successful mode 
of operation, resell our product and re-tell our 
drinkers, we will enjoy growth, while others not so 
inclined fight for a small place in the total. 

Perhaps our present procedure needs renovation 
as to our deposits and system of deposits, perhaps 
it needs a few minds getting together—a group of 
successful businessmen getting together. We have 
them in this industry at present. We have many 
millions of dollars invested in bottled carbonated 
beverages, many years of successful growth, and 
many protective laws to help us stay in it. Let’s 
protect it and get back in the fighting line to 
preserve it. 

Again I say—this in conclusion of an unbiased 
inquiry with present canners, manufacturers and 
others interested in canning of soft drinks—I can 
only conclude that without the above knowledge— 
don’t jump, don’t scare easily, go slow and know 
then if you are convinced it is the thing to do, go 
slow doing it. But to add up what you should check 
before changing or adding. This is a new type of 
business, requiring a change of personnel, added 
manufacturing costs, changes of delivery, growing 
Accounts Receivable, heavy limited 
market, quality limitation, shelf life problem, truck 
changes, storage changes, and others. 

Again I say—know where you are going before 


inventories, 


you buy your ticket. 
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FOR CANNED 
BEVERAGES 


If your product goes into 

cans, Vaughan’s No. 1950 combination 

crown cap remover and can tapper is the 
opener for you. In fact, you never miss with 


a Vaughan... the favorite wherever can 
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QuiKold 


MODEL 
1400-WD 
ELECTRIC 
















WILL INCREASE SALES 
FOR You! 







HK every day—every month—for over a quarter of a century... 
QUIKOLD coolers have increased sales of bottled drinks! Invit- 
ing appearance, easy accessibility, just right cooling for 
thirst satisfaction offered by QUIKOLD units build steady sales 
volume for both retailers and drink bottlers. Why not put 
QUIKOLD coolers to wurk increasing sales for you too? 


STANDARD OF QUALITY FOR OVER 26 YEARS! 














and bottle openers are used. 


It pays to offer your outlets the 

























very best—the pioneer, proven F. aetiectrrsi< o atgnige waters S95 
QUIKOLD line that’s engineered [7 MAIL COUPON NOW FOR 3 
— >, ‘ight—priced right. [7 COMPLETE DETAILS! {| 
UFG. CO Choice of many Til Gentlemen: i 
Ss pees ae Sag julie Without obligation please send complete information i 
F ond prices on all QUIKOLD models. } 
NAME “ 
World’s Largest Manufacturer of Can and Bottle Openers 
3211-37 CARROLL AVE., CHICAGO 24 ADDRESS i 
HALF-CENTURY OF QUALITY AND SERVICE CITY STATE | 
Sn. CH | 
| cs ees ces ees ee es ee ee ee ee es ee ee a —/d 
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Anchorglass® Beverage Bettles are 
available in all standard styles and capacities, 

plain or stippled, with or without applied color 
labels. The Anchorglass bottle at right with 
ACL decoration is a 10 ounce size. 


ANCHOR HOCKING 
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».-BUT ALL ANCHORGLASS BOTTLES 
HAVE THE SAME QUALITIES 


HEY are uniformly strong, tough, dependable 

lightweight glass bottles—high in chemical dura- 
bility, accurate in capacity, with smooth fire-polished 
finishes. They are designed to withstand the knocks of 
modern high speed production lines, handling and 
transporation. 


Anchorglass bottles are the result of practical engi- 
neered designs, careful selection and control of raw 
materials, uniform distribution of glass, precise tem- 
perature control in annealing and thorough quality 
control through laboratory tests and regular inspections. 


Anchorglass bottles are available in crystal, amber 
or green glass, with or without permanent applied 
color labels. Let us send you samples for test purposes. 





GLASS CORPORATION 
LANCASTER, OHIO 
* 


Th e Most Famous Name in Glass 















New Flatbed Pallet Truck 
Offers Easy Accessibility 


WITHIN EASY REACH 
Instead of cutting the chassis and building a body slung 
down around the rear wheels, Ezsse Carriage Co. offers 
this new flatbed pallet truck on which the driver has a 
full length step on each side which makes him as tall as 
the highest case in his load. 





Sux platforms which serve as truck aprons are the 
answer of the Hesse Carriage Company of Kansas 
City to a knotty problem of beverage distributors. 

In the past drivers of pallet-loaded trucks have 
been unable to reach the top of their loads unless 
the truck body was built down around both sides of 
the rear wheels, thus increasing original body cost, 
reducing the amount of payload and cutting the 
trade-in value of the chassis. 

The new Hesse design is a platform step that 
goes along each side of the truck, and folds back 
flat when not in use to act as an apron. It is 22 
inches off the ground, making a 5-foot 6-inch driver 
tall enough to reach every case on the top of the 
load. 

The use of the new design has enabled Hesse to 
build a straight-floor pallet beverage body over the 
wheels to carry a maximum payload with a lower 
first body cost and a higher trade-in value on both 
chassis and body. 

Varied World War II exyp~rience has proved good 
training for C. T. Falk and Joseph Falk, whose 
father founded the Kansas City branch of Hesse 
Manufacturing Company, which began in Leaven- 
worth, Kansas, in 1830. 

Three body styles incorporating the new beverage 
truck design are being produced—open bodies, a 
body with curtains for moderately unfavorable 
climates and a body with weather-tight steel doors 
that fold out of sight and out of the way for severe 
climates. 

The body can be built to hold four 65-inch-wide 
pallets with two 20-inch starter sections; six 52- 
inch pallets with two 13-inch starters; six 45'4-inch 
pallets with 13%-inch starters, or eight 39-inch 
pallets with two 13-inch starter sections. 
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How to Reduce Accidents in YOUR Plant... 


Vast losses of man-hours, injury and production costs can 
be pared by safety awareness and education. 





Traffic accidents, whatever the cause, take a fearful toll in human and material resources. 
The in-plant accident prevention program must be tied to a similar campaign aimed at 
the reduction of traffic accidents. 





TH ov: than two million disabling injuries are 
suffered in industry each year, according to esti- 
mates compiled by the Bureau of Labor Statistics. 
These include 16,000 fatal injuries, 1,600 perman- 
ent total disabilities, 91,000 permanent partial dis- 
abilities, and 1,991,400 temporary total disabilities. 

Recent Federal investigations show that about 
70 per cent of all such industrial injuries occur in 
small businesses. Further adding to the evidence 
that accidents are a major problem for the small 
plant is a survey made a few years ago by a large 
liability insurance company among 202 plants, each 
of which had fewer than 100 employees. The acci- 
dent records of these businesses were believed to 
be good; yet in a period of 5 years the plants had 
had a total of 7 fatal accidents and 3,056 non-fatal 
accidents, which resulted in a loss of 24,600 work 
days. 

Cost of Accidents.—Most small plant managers, 
such as bottlers, do not realize the heavy cost of 
industrial accidents. Where they carry insurance, 
they are likely to think of the cost as the cost of 
insurance premiums only. Where they pay worker 
compensation and medical expenses directly, they 
think only of those costs. Even though premiums 
on insurance or direct payments for compensation 
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and medical expenses may be ,costly, they are only 
a small part of the total cost of accidents. A rule- 
of-thumb measure is that for each dollar of direct 
costs for compensation and medical expenses there 
are four additional dollars of indirect costs. To 
many this will seem incredibly high, but indirect 
costs involve many factors. Some of them are: 
(a) Lost time of injured employee. 
(b) Lost time of fellow workers who stop work. 
(1) To aid injured worker. 
(2) Out of sympathy or curiosity. 
(3) For other incidental reasons. 
(c) Time of foreman and managers. 
(1) Assisting injured employee. 
(2) Investigating cause of accident and pre- 
paring accident report. 
(3) Arranging for continuance of injured em- 
ployee’s work. 
(4) Selecting and training new employee. 
(5) In a serious or contested case, attending 
legal hearings. 
(d) Lost production or damage to product or 
materials due to upset, shock, or diverted 
interest of workers. 


(e) Lost production due to stoppage of the ma- 














302 S$ CENTRAL 


















































Real Fruit® Flavors... 








WITH THE FUGITIVE 
AROMAS CAPTURED! 


You can improve your 
preduct amazingly—by 
use of FLAVOREX real 
fruit flavors. Our ‘‘Low 
Temp” process coaxes 
out and captures the 
very last drop of good- 
ness in the natural fruit. 
Those delicately elusive, 
but important, volatiles 
now are collected and 
entrapped in our real 
fruit concentrates . .. so 


FLAVOREX 


that all the full, rich, 
good taste goes directly 
into your product. 

Available—black rasp- 
berry, black cherry, 
grape,strawberry, black- 
berry, punch, lemon 
and orange—as real 
fruit pure concentrated 
juices. Or with other 
natural flavors for add- 
ed strength. Write for 
samplesand prices today. 


MAKERS OF FINE FRUIT JUICE FLAVORS 
BALTIMORE 2, MD 


AVE 





go} 
INC. 
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chine operated by the injured worker or halt- 
ing of the process in which he was engaged. 
(f) Damage to the injured worker’s machine, 
equipment, or material. 
(g) Lessened effectiveness of injured employee 
for a period after his return to work. 
Legal expenses, court fees, expense of pre- 
paring case, settlements and judgments in 
a case contested at law. 





(h 


~— 


Basic principles of a safety program.—General- 
ly speaking, small industrial plants have given less 
attention to reducing accident costs than have larger 
plants. This is because many small plant managers 
do not realize the cost of accidents and do not feel 
that they can afford a safety program. However, 
statistics prove that accidents costs are high enough 
in most small businesses to justify a planned safety 
program. In recent years many small plants, with 
the assistance of safety organizations, have devel- 
oped successful safety programs without undue ex- 
pense or additional personnel. Each of these pro- 
grams have been built around certain basic 
principles. Modern safety engineers have discovered 
what principles must be adhered to in developing 
a successful program within any small organization. 


These principles are: 


A. Study the accident problem until you are fully 
convinced that it is possible and worth while to 








Many injuries are caused by improper lifting of heavy burdens, as shown on the left. 
The right way is to bend the knees and put the power of the leg muscles io work. When 
mechanical aids are not available or impractical, employees should be instructed on 
how to handle cases, barrels and bags without injury to themselves. 





eliminate accidents. Unless you are sold on a safety 
program, your efforts most likely will be half-hearted 
and this attitude will be reflected by lack of co- 
operation from your workers. Any attempt to pro- 
mote safety without evident and sincere determina- 
tion to succeed will get only “lip service” from the 
workers. A safety program that has to be aban- 


doned will make it difficult to start another program 
at a later date. 

B. Ask for assistance from thé nearest office of 
your State Department of Labor, insurance com- 
pany, or trade association. These organizations can 
help you to analyze your problem and to plan a 


safety program that will reduce unnecessary costs. 


F CO, COST 


~y- BEVERAGE CASE TRUCK 


p TO 60% O 
Sh Se 


p ENN Crowns 


SPECIAL 
or STOCK 


10°' RUBBER TIRES 


TRUCKS WAVE 


Perfect Balance i 


hight Weight = 7 
Durable 


Check these features and 
you will see why M/W 
Case Trucks have been 
accepted as the stand- 


\ CREAM WITH 
SUGAR 
FREE 








SPOT 
or 


REGULAR | 











ard for the bottling in- 

















dustry. 
For = ie ag = a —— Full-opening for easy cleaning and inspection, Pileet . feom 
re ly Sou am Pim P . Dry Ice Converters require no power, no refriger- $1'7-95 
lithographed oi ation, no operating costs. Use full-sized 50-Ib 
CROWNS for the manufacture cakes of dry ice or liquid CO,. Work equaily well Huatlable 


Screw caps 
from 18mm 
to 89mm. 


Prom Your Supplier 


Manufactured by Model 21 


AMNocllenbrock & Wilke 


WASHINGTON, MO. 


with either. Will quickly pay for themselves 
through gas savings. Variety of sizes available 
for either vertical or horizontal installation. 


Write for complete details, prices 


DRY ICE CONVERTER 


CORPORATION 
Dept. C., Box 1652, Tulsa, Okie. | 


bottling industry. 


PENN 


CORK & CLOSURES, INC. 
1155 Manhattan Ave., Brooklyn 22, N. Y. 
EVergreen 9-4416 











TULSA. OKLAHOMA 
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They can provide information and guidance on 
instructing your employees, methods of safety in- 
spection, development of a safety committee, control 
of mechanical hazards, and keeping of accident 
records. Generally, these organizations make no 
charge for their services. 

C. Learn how to recognize the obvious hazards, 
how to detect those that are not self-evident, and 
how to protect workers against both kinds. 

Some of the factors which need to be considered 
in getting rid of the hazards are: 

1. Machine safeguards. 

2. Plant construction, layout and arrangement. 

3. Unsafe practices of employees, including those 
involved in housekeeping of plant and machines; 
maintenance; use of hand tools; lifting; carrying; 
and working on scaffolds, ladders or other elevated 
places. : 

4. Possibility of fire, explosion or electrical shock. 

5. Special occupational hazards. 

D. Sell safety to all employees. This is the most 
important and at the same time the most difficult 
phase of accident prevention. It cannot be accom- 
plished overnight. Safety must be encouraged, 
demonstrated, and insisted upon every day until 
each employee is safety-minded and has formed 
safe working habits. Some of the ways of selling 
safety to employees are by: 

1. Recognizing that safety is a responsibility of 





Z i: 
Mopern TIME ano COST Savers 
BUILT BY... 


RAVITY & POWER 
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LITEWATE 


Roller Conveyor 


Ideal for loading and unloading. Handles commodities 
up to 60 lbs. — moves bags, cases, hollow bottom, 
narrow, cleated and irregular packages. Available in 
10 ft. and 5 ft. straight sections and 90° and 45° 
curves. Keep LITEWATE conveyors handy in your 
storage and shipping rooms — carry them in your 
trucks, Write for LITEWATE Conveyor Bulletin — 
address Dept. NB-54. 
STANDARD CONVEYOR COMPANY 
General Offices: North St. Paul 9, Minn. 

* Sales and Service in Principal Cities a 

















The safety program should be reviewed 
consistently and periodically. The em- 
ployee prone to many accidents generally 
is being influenced by some factor which 
will be revealed by diligent study. 





WHEN PUMPS 
WEAR OUT..WHO 
IS AT FAULT! 


cweck IN -PLANT SERVIC 


management and should be planned as a part of the 
plant operation; directing and giving encourage- 
ment to the program. 

2. Organizing, guiding and encouraging a small 
safety committee and delegating responsibility 
through it and through supervisors. 

3. Publicizing the accident problem, the safety 
program, and the results of the program through 
group meetings, talks, posters and bulletin boards. 

4. Supplying safety information through the saf- 
ety committee; meetings with workers; talks by 
safety experts, say from the State Department of 
Labor; posters; written instructions; and sound 
slide films and sound movies. 

E. Keep records of accidents. These records will 
serve a number of purposes, such as: 

1. Providing information for a study of causes, 
frequencies, and kinds of accidents. 

2. Identifying workers who have an unusual num- 
ber of accidents. 

3. Providing information on the total cost of acci- 
dents for consideration with profit and loss state- 
ment. 

4. Indicating progress of safety program. 

None of these things are beyond the ability of the 
bottler to employ in his plant, and the result is well 
worth the effort—reducing in-work accidents which 
take so heavy a toll in human misery, lost time, 
money and productiveness. 


This Petcock 
Saves Early 
‘ie Pump Replacement 





USE DAILY AS DIRECTED 





One of many Waukesha Pump "Life- 
Savers,” this simple petcock can add 
months to pump service! Use it to drain 
condensate from your pump every time 
you clean it — daily. 

It's important! If you leave condensate 
in your pump, you saponify the oil... 
Your oil loses its lubricating value, 
and you have rapid wear on the ball 
bearings, causing misalignment of shaft 
— resulting in excessive wear on im- 
pellers and pump body. Shorter pump 


life, early repair and need for replace- 
ment! 

SAVE YOUR PUMP... Make the “Pet- 
cock-Check” every day. Let it drain un- 
til the oil runs clear. Then check the oil 
level; add vil to fill — of the recom- 
mended type and viscosity. It's good 
“life insurance.”” Saves money — and 
new pump investment. 





WAUKESHA FOUNDRY CO. 


WAUKESHA, WISCONSIN 


Petcocks also 
available for 
pumps now 
in use. 





WAUKESHA P.D.* Sanitary Pumps 
are built for long life! Every detail in 
their design and construction confirms 
this. Service-conscious Owners prove it 
every day, every year. That's why you'll 
find more Waukesha Pumps in use to- 
day for quality protection of all types 
of products, liquid, semi-liquid, creamy 
or chunky. Prove it yourself — write 
for latest Instruction Manual — or com- 
plete catalog. 


*P.D. — Positive Displacement, slow speed 


100% 
SANITARY 
PUMPS 


Dependable Product of a Responsible Manufacturer 
















































_ “STUDENTS” GRADUATE FROM 
— ABCB PLANT TRAINING “COLLEGE” 


Short course sessions held in Washing- 
ton crammed full of technical informa- 
tion for bottler students from almost 
every state. 


Forry-rwo industry new-comers gathered at the 
Hotel Lafayette in Washington, D. C. in March to 
listen and learn from a top-drawer faculty gathered 
together by the American Bottlers of Carbonated 
Beverages at the annual Plant Training Courses. 


# we 
Boasting more thzi: a collective total of 250 years 
ae of know-how represented in the twelve volunteer 
instructors, the A.B.C.B. provided a stimulating and 


profitable experience, and an excellent means of 
tuning in on technical information so important in 


running an efficient bottling plant. 
In short course sessions starting at 8:30 A.M. and 


WITH 


TUNING-IN ON TECHNICAL INFORMATION 

In good spirits and full of questions, 42 students gathered 
; at the Hotel Lafayette in Washington, D. C. to learn all 

about the latest beverage production know-how from the 


instructors assigned by the A.B.C.B. 











ending at 10 P.M. daily, the students had an oppor- 
tunity to cover such important topics as flavors, 
syrup preparation, water treatment, modern mate- 


When Cerelose® brand dextrose is used in your 
syrup blending more flavor comes through... 
““over-sweetness” is avoided without sacrificing 
body. A properly balanced drink... body and 
flavor... gives the customer satisfaction, builds 
repeat sales. 

Easily soluble Cerelose is economical ...a fine 
quality product readily available in volume supply. 
Complete technical service is available without 
cost or obligation. We welcome specific technical 
inquiries in regard to production problems. 












rials handling techniques, carbonic gas and carbona- 
tion, bottle washing, cost and production controls 
and sanitary maintenance. Classes started on Mon- 
day, March 1 and terminated on Friday, March 5, 
with one afternoon spent in visiting local bottling 
plants for practical field observations. A Dinner 
Get-Together and Discussion enabled the students 
to exchange ideas and to listen to Joseph LaPides, 
treasurer of the A.B.C.B. and John J. Riley, secre- 
tary of the A.B.C.B, highlight some of their inter- 
esting experience in the soft drink industry 






: dextrose 


’ 
00-tnency suGar 






Faculty members and instructors represented at 
the 1953 A.B.C.B. Plant Training Course were: | 
Frank S. Bell, Assistant Chief Engineer, Crown 


CORN PRODUCTS REFINING COMPANY B46 strane. co 


17 Battery Place, New York 4, N. Y. 7 





Cork & Seal Co.; Myron J. Hess, General Manager, 
S. Twitchell Co.; Anthony J. Granata, Manager 
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VISITORS FROM OHIO STATE 


To educate their field inspectors, the State Division of 
Food and Dairies of Ohio sent a group of nine students 
to the A.B.C.B. Plant Training Course. Seated, left to right: 
M. S. Sayre, New Vienna; W. P. Lyons, Portsmouth; W. D. 
Richard, Coshocton. Standing, left to right: Guy J. Snider, 
Xenia: Arthur Walker, Sabina; J. W. Masters, Marion; 
C. L. Cotiman, Dublin (Superintendent); H. Howard Hanes, 
Columbus; S. J. Belknap, Columbus. 





























General Téchnical Sales, Pure Carbonic Co.; Joseph 

F. Hale, Manager, Bottlers Service Department, | 
Nehi Corp.; Harry Korab, A.B.C.B. Technical Ser- 
vice Director; William H. Cooper Jr., Vice Presi- 
dent, Tru-Aide, Inc.; Dr. J. H. Loulouse, Chief 
Engineer Specifications Department, Owens-Illinois 
Glass Co.; C. T. VanderMolen, Manager Food Prod- 
ucts Division, Infileo, Inc.; Dr. W. C. Cooper, Direc- 
tor of Research, George J. Meyer Mfg. Co.; Martin 
J. Hans, General Service Manager Machinery Divi- For the Crowning Performance, be sure 





sion, Liquid Carbonic Corp.; Dr. John M. Sharf, your beverage crowns have the extra 
Chief of Closure Research, Armstrong Cork Co.; 
Lynne E. LaGarde, Manager Engineering Depart- 
ment, Coca-Cola Company. 

The importance of the Plant Training Course 


Auctad by the AB.CE 7 ee ee Mundet Cork Corporation, Crown Division, 
conducted by the A.B.C.B. was well emphasized by 
the attendance of a large group of field inspectors 7101 Tonnelle Avenue, North Bergen, N. J. 


from the Division of Food and Dairies of the State 5 ¢ Ir th W d 


det Crowns 


COMPLETE CROWN SERVICE 


protection of Mundet cork liners... 


processed from the world’s best cork, 





































MUNDET DISTRICT OFFICES 
* *ATLANTA DALLAS 1 KANSAS CITY 7, MO. PHILADELPHIA 39 
bs ee 339-41 Elizabeth Street, N.E. 601 Second Avenue 1428 St. Louis Avenue 856 N. 48th Street 
a eee: 
*BOSTON DETROIT 21 *LOS ANGELES (M d ST. LOUIS 9 
DINNER-GET-TOGETHER 57 Regent St. (No. Cambridge 40) 14401 Prairie Street 6116 Walker —-, 3176 Brannon Avenve 
Joseph La Pides (center) treasurer of the A.B.C.B. made CHICAGO *HOUSTON 11 “MILWAUKEE 9 wean faeces 7 
a guest appearance at the informal dinner party sched- 35 E. Wacker Drive 6601 Supply Row 4834 N. 35th Street rs ‘Ce, oy 
uled for the students at the Plant Training Course. On the CINCINNATI 2 JACKSONVILLE 6, FLA a n Canada: 
: f “Sarg y ° NEW ORLEANS 1 
left, Harry Korab, Technical Service Division, A.B.C.B. and | S=mm= 427 West 4th Street 800 E. Bay St. 315-325 . Front hy “Tiana — 


right, John J. Reilly, Secretary, A.B.C.B. 





*CROWNS CARRIED IN STOCK 
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ALSOP FILTERS 
MIXERS & TANKS 





for controlled syrup making 


More and more bottlers testify to the remark- 
able savings in operating time and labor that 
Alsop Syrup Filters, Mixers and Stainless Steel 
Tanks give them. These cost-minded bottlers 
find that they can maintain better control in 
their syrup room and get greater speed and 
economy in their processing operations. 
Regardless of the size or type of your installa- 
tion, there’s an Alsop Filter, Mixer and Tank 
to “fit your job” and you can be sure of posi- 
tive, trouble-free performance. Write for full 
information, recommendations and quota- 
tions. The Alsop Engineering Corp., 905 
Baltic Street, Milldale, Connecticut. 


Complete Mixing Tanks 


We can furnish any of our 
Open and Closed Stainless 
Steel Tanks with permanently 
mounted side-entering Mixers 
for a complete mixing unit. 
Valves and faucets of various 
types and metals, gauge glass 
assemblies and other acces- 
sories are available for all 
size tanks from five to three 
hundred gallons capacity. 





ALSOP ENGINEERING CORPORATION - 


Filters, Filter Discs, Pumps, Tanks, Mixers, Agitators 








| 





of Ohio. Led by C. L. Coffman, Supervisor of the 
division, the other seven members expressed con- 


| siderable enthusiasm and interest in the various 


| 


_ technical subjects presented at the sessions. “Good 


| 


} 


bottling plant inspectors,” said Mr. Coffman, “be- 
come better inspectors when they have been exposed 
to these plant training courses. We want our men 


_ to become thoroughly familiar with all of the opera- 
| tional problems and technology of the soft drink 


industry.” 
Students in attendance at the sessions included: 
S. J. Belknap, State Div. Food & Dairies, Colum- 
bus, Ohio; Robert I. Berliner, Watchung Spring 


Water Co., Inc., Plainfield, N. J.; Earl Birchall, | 


Ochee Spring Water Co., Providence, R. I.; G. Lew 
Bugbee, Crown Cork & Seal Co., Baltimore, Md.; 
Bernard Caplan, Braddock Bottling Works, Brad- 


| dock, Pa.; C. L. Coffman, State Div. of Food & 


Dairies, Columbus, Ohio; Jim P. Cole, Coca-Cola 
Bottling Co., Dalton, Ga.; Louis DeLia, Lynbrook 
Beverages, Inc., New Haven, Conn.; Martin J. Fa- 
landys, Erie Bottling Corp., Erie, Pa.; Joseph Gar- 
vey, A-Treat Bottling Co., Allentown, Pa.; Antonio 
Frade Gomez, Crown Cork & Seal Co., Mexico; 
Vernon C. Guse, Bond Crown & Cork Co., Wilming- 
ton, Dela.; H. Howard Hanes, State Div. Food & 
Dairies, Columbus, Ohio; John H. Harris, Bireley’s 
Bottling Co., Atlanta, Ga.; Lowell D. Isenstadt, 
Lynbrook Beverages, Inc., New Haven, Conn.; 
Bronis J. Kaslas, Sheporaitis Bottling Works, Pitts- 
ton, Pa.; David K. Kiel, National Bottlers’ Gazette, 
New York, N. Y.; John W. Kohlmann, John Kohl- 
Bottling Co., Beaver Falls, Pa.; Charles 
Korth, Watchung Spring Water Co., Inc., Plain- 
field, N. J.; W. P. Food & 
Dairies, Columbus, Ohio; J. P. Maher, Jr., Nobs, 
Inc., Tiffin, Ohio; J. W. Masters, State Div. Food & 
Dairies, Columbus, Ohio; G. R. McGregor, American 
Can Co., Maywood, IIl.; C. L. Muehling, American 
Co., Maywood, IIl.; Stanley Odziemiec, Sol Lenzner 
Corp., Buffalo, N. Y.; Richard A. Patterson, Pepsi- 
Cola Bottling Co., Plymouth, Mass.; Louis Piff, 
Frank Piff & Son, Bethlehem, Pa.; W. D. Richard, 
State Div. Food & Dairies, Columbus, Ohio; Celso 
G. Santos, Standard Commercial Corp., Manila 
Philippines; M. S. Sayre, State Div. of Food & 
Dairies, Columbus, Ohio; Forest L. Silva, Nehi 
Bottling Co., Richmond, Va.; Bobby Smith, Coca- 
Cola Bottling Co., Carrollton, Ga.; Guy J. Snider, 
State Div. Food & Dairies, Columbus, Ohio; Mrs. 
Alice Steeves, Ochee Spring Water Co., Providence, 
R. I.; Frank Sutter, Golden Age Beverage Co., Inc., 
Akron, Ohio; Augusto G. Syjuco, Standard Com- 
mercial Corp., Manila Philippines; Arthur Walker, 
State Div. Food & Dairies, Columbus, Ohio; Derek 
H. Williams, J. S. Webster & Sons (Beverages) Ltd., 
Kingston, Jamaica, B.W.I.; Kenneth Wood, Jr., 
Seven-Up Bottling Co. of New Bedford, Inc., Fair- 
haven, Mass. 


mann 


Lyons, State Div. 





FOR THOSE WHO PREFER 
LIME-SODA TREATMENT 
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gua Matte 
COAGULANT REACTOR 


OUTSTANDING FEATURES 


. Thorough Mixing. 

Long Reaction Time. 

. Unhurried, Positive Flocculation. 

. Roofed Discharge Nozzles Prevent Short- 
Circuit Water Paths. 

. Sterilization Accomplished After Floc Has 
Combined with Organic Matter. 

. Lime, Alum, and Chlorine Handled at Floor 
Level. No Climbing or Hoisting. 

. Full Automatic Controls, including Slurry 
Removal. 


Write for this Descriptive Catalog 


Details on the complete line of AquaMatic products 
are covered in the 20-page catalog ‘‘Water Treat- 
ing Equipment’’. Write us for a copy, 


AUTOMATIC ?2Um ssormentr 


CORPORATION 


2412 GRANT AVENUE, ROCKFORD, ILLINOIS 
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Designed for MORE 
EFFICIENT OPERATION! 


@ Stainless steel storage 
and mixing tanks 

@ Syrup filters 

@ Water polishers 


@ Pumps 
@ Sanitary fittings 
@ Filter paper @ Stainless steel small- 
@ Filter cloth ware; pails, measures, 
@ Gravity wheel etc. 

conveyors @ Tubing 
@ Fillers 


WRITE FOR 
LITERATURE 
TODAY... 


@ Portable agitators 
Fras 
Feta FILPACO INDUSTRIES 

PQA THE FILTER PAPER COMPANY 


U.S.A. 





a 


\w\ / 2414S. MICHIGAN AVE. CHICAGO 16, ILL. 











WRITE, WIRE 
OR PHONE 
TODAY! 


DAD'S 
ROOT BEER CO. 


2800 W. Talman Ave. 
Chicago 18, Ill. 
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ARKANSAS 


Carl Newton Bellingrath Sr., aged 
57, president of the Coca-Cola Bot- 
tling Co. of Arkansas since 1919, died 
February 4 at his residence at 21 
tdgehill Road, Little Rock, Arkansas. 
Mr. Bellingrath had been in ill health 
for several months . .. Chief of Police 
John Ermey had occasion to look over 
his new recruits for his traffic force 

40 smiling metal “‘policemen” which 
will stand guard at intersections to 
warn motorists to drive slow in school 
zones. They were purchased at a cost 
of $1,000 by the Hot Springs Coca 
Cola Bottling Co. through cooperation 
with the police department. 


COLORADO 


A new soft drink is being intro- 
duced to Pueblo by the Coca-Cola Bot- 
tling Co., which has moved into new 
quarters with a bottling plant at 714 
W. Ninth St. Up until the present 
time, all bottling was done in Colorado 
Springs and trucked to Pueblo. 

Coca-Cola __ still is bottled’ in 
Colorado Springs, but “Squeeze,” a 
new soft drink in five flavors is bot- 
tled in Pueblo and shipped to Colorado 
Springs and east to the Kansas border. 
June Osborn, manager of the local 
bottling operation, said actual bottling 
operations were started in the new 
quarters in January. The building has 
offices, a sales meeting room, a syrup 


mixing kitchen, plus the equipment 
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used in the bottling process and a huge 
amount of storage space. 


CALIFORNIA 


The recently completed plant of the 
Cantrell and Cochrane Corp. at Los 
Angeles got off to a flying start with 
its line of “Super Cola” Drinks in 
cans, with this aided greatly by un- 
seasonably warm weather throughout 
most of the territory served. Sales 
manager J. J. Cunningham has been 
busy arranging for distributors and 
these posts are falling largely to the 
lot of established brokers in various 
centers of distribution. The first dis- 
tributorship is that covering the 
southern California area with this 
going to the W. B. Massie Brokerage 
Co. New ones are being opened only as 
fast as they can be supplied in full. ... 
The Landau Economic Syphon Co., 
1627 Howard St., San Francisco, has 
retired from the business field and the 
assets are being disposed of. The con- 
cern was one of the oldest bottling 
operations here and long specialized in 
the handling of syphons. For years the 
business has been carried on by the 
widow of one of the founders. 
Pioneer Beverages Ltd., Oakland, op- 
erated by Harold and Joe Lang, have 
been conducting an extensive promo- 
tional campaign on the Cott line of 
dietetic beverages. These number eight 
flavors and are bottled in the 12 oz. 
size. . . . Some confusion has arisen 


KICK-OFF DINNER ... 


‘Wendell Keck. 





Bottlers from Kecksburg 
and Uniontown, Pa., attend 
kick-off dinner introducing 
Bubble-Up to sales force of 
Will G. Keck, Inc. Left to 
right around the display 
are: John Murphy, Edw. A. 
Thomas, Vern Keck and 
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Best! 


SALIENT 
FLAVORING 
CORP. 


45 SUFFOLK STREET, 
NEW YORK 2, N. Y. 


Our 25th Dear of Progress 
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concerning the No-Cal Bottling Co. of 
Southern California, set up in Los 
Angeles to distribute No-Cal. It has 
been found necessary to advise some 
that No-Cal is not an abbreviation for 
Northern California, but means no 
calories, being sugar free. 

A sprinkler system to forestall fire 
losses and to reduce insurance costs 
has been installed in the enlarged plant 
of the Canada Dry Bottling Co., San 
Francisco. William Busick, Jr., 
president of the Shasta Water Co., 


San Francisco, has announced the pro- 







PREMIUM PERFORMANCE. ACE ALKALI 
produces outstanding results where or- 
dinary bottle washing cleaners fail. It 
handles the toughest jobs such as “fac- 
tory returns” in either hard or soft 
water without building heavy coats of 
scale on machines. 


EXCLUSIVE COMBINATION OF INGREDIENTS 
found only in ACE ALKALI produces 
faster wetting . . . better penetration 
... more efficient rinsing—resulting in 
complete removal of films, specks, spots 
and streaks. 


ECONOMY. Reduced carryover combined 
with greater cleaning efficiency makes 
it possible to use less material. 


ACE ALKALI HAS THESE | 
OUTSTANDING PROPERTIES: | 


* Dustless 

* Free-flowing 

* Quick-dissolving 

* Always uniform 

* Highest purity and quality 
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Cuts Scale Formation! 
Effective in Hard or Soft Water! 


The PREMIUM Bottle Washer 
at a Practical Price! 


motion of David J. Mahoney to the 
position of sales manager. Mr. Ma- 
honey joined the firm seven years ago, 
and has advanced from driver sales- 
man to field representative and to his 
new post. Another elevation of a staff 
member is the promotion of Vernon F. 
Doyle from manager of the San Jose 
branch to that of company advertising 
and sales promotion manager. . . Jack 
Bagwell, associated with the carbon- 
ated beverage industry for the past 
six years, has joined the staff of Bel- 
fast Beverages, Inc., 640 Valencia, San 





Brighter Bottles! 
Fewer Rejects! 








KEEPS MACHINES CLEANER—LONGER! 
Because ACE ALKALI eliminates the 
main causes of scale formation, clean 
machines stay free of scale indefinitely 
under normal operating conditions. | 


FREE LITERATURE—gives full information 
on the use of ACE ALKALI, including 
quantities, concentrations and prices. 


TECHNICAL SERVICE AVAILABLE — at no 
cost or obligation. Solvay Technical 
Service is ready to help you with your 
bottle washing problems. For further 
details phone or write your nearest 
Solvay office—today! 


SOLVAY PROCESS DIVISION 
— ALLIED CHEMICAL & DYE CORPORATION 
Chemsal 61 Broadway, New York 6, N. Y. 

’ ——BRANCH SALES OFFICES: 

Boston + Charlotte - Chicago + Cincinnati + Cleveland 


Detroit + Houston New Orleans New York 
Philadelphia + Pittsburgh + St. Lovis «+ Syracuse 


Soda Ash «. Snowflake® Crystals . Calcium Chloride 
Potassium Carbonate - Chiorine . Sodium Bicarbonate 
Ammonium Bicarbonate . Caustic Potash « Cleaning 
Compounds Sodium Nitrite Caustic Soda 
Ammonium Chloride - Para-dichiorobenzene 
Monochiorobenzene + Ortho-dichlorobenzene 


Francisco, as assistant general man- 
ager, serving under Rudolph Campo- 
donico. He will act in both an advisory 
and administrative capacity. 

A Nehi Sales Clinic for Nehi bot- 
tlers in California and other far West- 
ern States was held at the Mark Hop- 
kins Hotel, San Francisco, Mar. 1-2, 
with a banquet following the business 
sessions of the opening day. T. H. 
Stanley and John Gates were on hand 
from Nehi national headquarters and 
George Silver and crew came from Los 
Angeles. Discussions included a wide 
range, including the problems brought 
about by the introduction of cans as 
containers in the beverage industry. 

Frank M. Lyon, Jr. has set up offices 
at 785 Market St., San Francisco, for 
the Metropolitan Bottling Co., Inc., 
which is giving attention to the mak- 
ing of arrangements for the bottling 
of Schweppes beverages in Pacific 
Coast Pepsi-Cola plants. The first 
Pacific Coast plant to bottle Schweppes 
is that of the Pepsi-Cola Bottling Co. 
of Santa Ana, of which Larry Patter- 
son is general manager. 

The next plant in line to launch 
the bottling of the European line of 
beverages is the Pepsi-Cola plant in 
San Diego, operated by the popular 
Frank Alessio. Mr. Alessio takes a 
prominent part in civic activities and 
in bottler association affairs. He is a 
past president of the California and 
Nevada Manufacturers of Carbonated 
Beverages and has been elected presi- 
dent of the Pepsi-Cola Bottlers’ Asso- 
ciation. 

I. Frank Schnier, president of the 
I. F. Schnier Co., Inc., 683 Bryant St., 





GEORGIA BOTTLER 
ERECTS NEW DOUBLE- 
COLA SIGN 


Thomas Merridith, sales 
manager of the Frostie 
Double-Cola Bottling Co. of 
Moultrie, Georgia, is pic- 
tured just after he finished 
erecting a new, large 8 x 10 
foot Double-Cola metal 
sign, used to replace 
painted walls. These new 
signs are easy to install 
and keep clean. When it 
becomes necessary to do 
so, they can quickly be 
moved to a new location. 





San Francisco, died at his home here 
March 1, at the age of 65 years. His 
firm was a leading distributor of corks 
and cork products and was well known 
in the beverage trade. 


John Koch, former City Sales Man- 
ager, has been named General Sales 
Manager, according to Frank Vitale, 
Executive Vice-President of White 
Rock Bottlers Co. of Los Angeles. Mr. 
Koch started with White Rock in 1946, 
when the Los Angeles plant opened for 
business, and was the first salesman 
hired by that company. John R. 
Pierce, Plant Manager of the firm will 
supervise labor relations, in addition 
to accounting and production matters 
according to Frank Vitale. He will also 
cooperate with Mack Randall, recently 
added to White Rock’s staff, in the 
handling of franchises for the 11 
Western States. 


ILLINOIS 


Fire, accompanied by several muf- 
fled explosions, roared through the 
Dr. Pepper Bottling Co. plant at 721 
E. Jefferson Street, Springfield, it is 
reported, gutting the building with 
an estimated loss of $100,000. 

The Squirt Bottling Co. of Chicago, 
3834 W. Montrose Avenue, has, ac- 
cording to company announcements, 
increased business by 40 per cent dur- 
ing 1953 over 1952. They report the 
sale of more than 80,000 cases. In order 
to meet the increased demand for its 
product, the bottling company is build- 
ing a new plant on Chicago’s south 
side. . . . The Double-Cola Bottling 
Ce. of Metropolis, Illinois has started 
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an extensive program of painting 
walls for their dealers. In some cases 
large Stop and Go signs are used to 
attract attention to the Double-Cola 
slogan “You'll like it better!” Paul 
McDaniel, president and manager of 
the firm is a strong believer in adver- 
tising soft drinks and expects to de- 
velop an intensive program of news- 
paper and radio advertising as well 
as point-of-purchase promotions. 


IOWA 


The Perry Double-Cola Bottling 
Co. of Perry, Iowa started bottling 
Double-Cola. C. D. Powell is the 
owner, Bill Bailey, production fore- 
man, Tommy Bordenaro and Leigh 
Gentry are salesmen. 


INDIANA 


H. J. Gulitz has assumed direct 
management and- co-ownership of the 
Whistle-Vess Bottling Company, Inc. 
of Terre Haute. The franchise under 
which Mr. Gulitz will operate with his 
new firm covers the Wabash Valley 
territory. 

The Double-Cola Bottling Co. of 
Franklin, Indiana has recently in- 
stalled a new bottling plant sign over 
the front of their building. The let- 
ters are cast aluminum finished in 
white enamel and are considered 
most attractive in decorating the 
facade of the building. . . . Ray Ker- 
sting of Kersting Double-Cola Bot- 
tling Co. is planning the installation 
of a new 60 spout production line by 
enlarging and completely remodeling 
his syrup room. All equipment in the 
syrup room is of stainless steel. The 
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enlarged syrup room will enable Mr. 
Kersting to double his present bot- 
tling capacity. 


IDAHO 


Forty-nine Malad High School 
members of the science club and ad- 
viser Thomas Lawson, recently in- 
spected the Pocatello Coca-Cola Bot- 
tling Co. plant. 


KANSAS 


Carl, Tony and Henry Wassenberg, 
owners of the Pepsi-Cola Bottling Co. 
of Marysville, have announced the 
purchase of the Pepsi-Cola Bottling 
Co. of Manhattan. The new bottling 
francise will take in Riley, Pottawa- 
tomie and Waubunsee counties. The 
three brothers purchased the building, 
complete bottling plant, trucks, etc., 
in the business transaction. Tony 
Wassengerg will be general manager 
of the Manhattan branch of the busi- 
ness and for the present will spend 
most of his time in that city re-organ- 
izing the firm. The plant was pur- 
chased from C. C. Bidwell of Topeka, 
well known Kansas Pepsi-Cola dis- 
tributor. 

KENTUCKY 

Salesmen-drivers, who have been on 
strike at the Coca-Cola Bottling Co. 
plant in Louisville, have announced 
their return to work with a resump- 
tion of contract negotiations. The 
strikers, members of Soft Drink Local 
28, voted to ratify a tentative agree- 
ment reached on February 12 at a 
meeting of union and company repre- 
sentatives. Between 40 and 45 of the 
company’s 65 salesmen-drivers struck 








AMONG THE FIRST OF 
GREEN RIVER BOTTLERS 


Mike Lucas, Akron production 
manager, Julius Darsky, presi- 
dent, and Green River prexy 
Ed. Pinkert are shown gath- 
ered in Mr. Darsky’s office as 
he signs a Green River fran- 
chise agreement for his plants 
in Akron and Youngstown, 
Ohio and Houston, Texas. 





to back up a union-shop demand that 
employees of their type be required 
to join the union within 60 days to 
keep their jobs. 


LOUISIANA 


Direct New Orleans flight to Mexico 
City was urged by William C. Watson, 
vice president of the Pepsi-Cola Mexi- 
can Syrup Company during his recent 
visit to New Orleans for the three-day 
meeting of bottlers for the Pepsi-Cola 
Company. 

Klebert S. Duhon, 48-year old bot- 
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GLENSHAW GLASS CO., inc. 


——— 










tling firm office manager, died of a 
heart attack at his home February 7. 
Mr. Duhon was office manager of the 
Coca-Cola Bottling Company of New 
Orleans and had been associated with 
the firm for over 20 years. 


MINNESOTA 


Wayne T. Nikula has purchased the 
Coca-Cola Bottling Co. of Willmar, 
Inc. from the Schmitz family who 
operated the plant during the past 35 
years. This bottling plant has long 
been considered as one of the cleanest 
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greater SALES 


Color guides the eye to 
your brand . . . your 
product will have easier 
Sailing, if you bottle your 
beverage in Glenshaw 
Color-Print Bottles. Labels 
in color on glass! 


GLENSHAW, PA. 












what makes a 


FRANCHISE 
VALUABLE? 






The one new combina- 
tion bottle for both 
root beer and orange 
means less handling 
. cuts cost. 


A franchise is valuable only if the product 
has— 
superior quality and flavor 
an attractive distinctive bottle 
an appealing name that's easy to 
say, easy to remember 


These three “musts” add up to a fast selling 
beverage . . . a valuable franchise. Goody 
Orange Drink has all three! You will want to 
investigate a valuable Goody Orange Drink 
franchise for your territory. Write today, with- 
out obligation, of course. 


The Govay Company 


560 Olson Highway, Minneapolis, Minn. 
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and most sanitary establishments in 
the state of Minnesota. The new owner 
expects to operate much the same way 
as in the past with improvements and 
expansion from time to time. 


NEW MEXICO 


A new take-home package in the 
soft drink field for the convenience of 
the twice-a-week shopper is being in- 
troduced by the Pecos Valley Coca- 
Cola Bottling Co., 906 N. Main St. 
The new carton holds 12 bottles of 
Coca-Cola, and it doubles the capacity 
of the present home package. The 12- 
bottle carton has been designed spe- 
cifically to meet the change in the 
shopping habits of the average house- 
wife and is the first new package for 
selling Coca-Cola in 20 years. 


NEW YORK 

Morris Kirsch, president of Kirsch 
Beverages, Inc., and a leader in local 
health and welfare activities, is under- 
taking an appeal for the arthritic 
cause as an industry chairman in the 
current 1954 campaign in Brooklyn, 
As Chairman of the Beverage Com- 
mittee, Mr. Kirsch will reach 350 bot- 
tling firms in Greater New York with 
the appeal according to Ely Frankel, 
vice president and sales manager of 
Michaels Brothers, who is the chair- 
man of the Commerce and Industry 
Division .. . Canada Dry has broken 
ground at Maspeth, L. I., for the con- 
struction of a new plant described by 
president R. W. Moore as “our largest 
plant by far, and when completed it 
will be the most efficient producing 
unit we can possibly construct at the 
present time.” The huge structure will 
provide 200,000 square feet of floor 


space. 


NORTH DAKOTA 


A branch of the Pepsi-Cola Bottling 
Co. of Plentywood, Mont., has been 
established in Williston. A warehouse 
and sales distributorship has been 
opened in the building formerly occu- 
pied by the Montana Electric Supply 
Company, 105 Washington. In charge 
of the Williston outlet will be James 
Shaw, of Williston. The Pepsi-Cola 
Bottling Co. is operated by Harold De- 


Silva and was founded many years ago 
by his father, Harry DeSilva. 


OHIO 


Three plate glass display windows 
were damaged by bullets or pellets at 
the Coca-Cola Bottling Co. 423 W. 
North St., Springfield, police were in- 
formed. . . . To assure the highest 
quality soft drink beverages of the 
Central Bottling Co., Howard and 
Roy Fullmer have announced the 
completion of moving Central Bottling 
to its new location at 612 N. Union 
Ave., Alliance, Ohio. This means that 
the bottling operations of the Coca- 
Cola Bottling Co. and the Central Bot- 
tling Co. are now being done from the 
same location. The major factor which 
led Howard Fullmer to move Central 
Bottling from its old location on S. 
Webb Ave. was access to the modern 
and complete water purification sys- 
tem at the new location. The system, 
installed at a cost in excess of $5,000 
by the Industrial Filter Co., is “tailor 
made” for Alliance water. The system 
takes out all alkali, all foreign prod- 
ucts, all bacteria and suspended mat- 
ter. 


OKLAHOMA 


The Double-Cola Bottling Co. of 
Seminole, recently installed a new all- 
aluminum bottling plant identification 
sign to dress up the front of their 
building. 


OREGON 


Two members have been added to 
the Board of Regents of Multnomah 
College, Portland. They are William A. 
Bingham, vice president and regional 
manager of the Oregon corporation of 
the Coca-Cola Bottling Co., and Dean 
K. Child, owner-manager of the Scien- 
tific Research company and of the 
United States Color Company. 


PENNSYLVANIA 


Representatives of the food indus- 
try, press, radio and television wel- 
comed the four Cott Brothers—Harry, 
John, Albert and Barney—to Pitts- 
burgh at a cocktail party in the Hotel 
William Penn. The Cott Brothers are 
owners of the Cott Beverage Corp., 





New Haven, Conn., and recently pur- 
chased the Hi Grade Beverage Co. of 
Braddock. The Hi Grade facilities 
have been expanded to manufacture 
both Hi Grade and Cott beverages, a 
line of fruit soft drinks being intro- 
duced in this area as part of a nation- 
wide expansion program. 


MICHIGAN 


Detroit Coca-Cola Bottling Co. has 
installed two new RCA Half Depth 





A NEW FRANCHISE FOR TRU-ADE 





W. E. Osteen, president of the Red Rock 
Bottling Co., is shown signing a Tru-Ade 
franchise for the Florence, S. C. territory as 
C. G. Lott, Tru-Ade’s southeastern regional 
manager looks on. 





BIRELEY’S FRANCHISE FOR IOWA 





Shown signing a Bireley’s franchise for 


the area around Elkader, Iowa, is Harold 
H. Hall. Bireley’s Leigh Otzen witnesses 
the signing. Mr. Hall's company is Quality 
Beverages, Inc. 





ANOTHER JULEP CO. FRANCHISE 





J. E. Allender, Jr. (seated) of the Fairfield 
Beverage Company, Fairfield, Iowa, is 
signing a Howel’s Root Beer franchise for 
six counties in southeastern Iowa. Arthur 
C. Erickson, district sales manager for the 
parent firm, The Julep Company, witnesses 
the signing of his third franchise in 24 
hours. 
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Uncasers and Washer-Loaders. Both 
of the Detroit Coca-Cola plants are 
now fully equipped with RCA Un- 
caser and Washer-Loaders and Bever- 
age inspection machines. Each plant 
is operating three bottling lines. 


MISSISSIPPI 


William D. Kennedy, owner of Mag- 
nolia Bottling Co., Meridian, has an- 
nounced the sale of his Jackson plant, 
including Pepsi-Cola and O-So fran- 
chises, to John M. Stevenson. Mr. Ste- 
venson has just returned to the United 
States after several years in executive 
capacity with Pepsi-Cola in Brazil. 
Mr. Kennedy will continue to operate 
at Meridian ... A 50% increase in 
excise taxes on wine and beer was pro- 
posed in the Mississippi State Legisla- 
ture; at the same time, a cent-a-bottle 
soft. drink tax was suggested. 


NEBRASKA 


The Dr. Pepper Bottling Co. of Bea- 
trice last year topped all the com- 
pany’s other bottlers in Nebraska in 
percentage increase in sales, it was 
announced in Dallas, Tex., national 
headquarters of the soft drink firm. 
Conrad Schleich and Victor Schleich, 
owners of the Beatrice plant, received 
special awards from W. W. Clements, 
Dr. Pepper’s vice president and gen- 
eral sales manager. 


TENNESSEE 


The Double-Cola Bottling Co. of 
Dyersburg, is putting its best foot 
forward, for the summer, with a new 
paint job and a new all aluminum 
name sign across the front of the 
building. 


TEXAS 


H. 8S. Kirkpatrick has been appoin- 
ted general manager of the Dr. Pepper 
Bottling Co. in Dallas, according to 
announcement by C. L. Callaway vice 
president in charge of company-owned 
bottling plants. Mr. Kirkpatrick, asso- 
ciated with the Dr. Pepper since 1938, 
was manager of the San Antonio 
plant prior to coming to Dallas. G. A. 
McCorkle, who has been sales manager 


of the Dallas plant, was named assist- 
ant manager to Mr. Kirkpatrick .. . 
W. L. Dorris, vice president of Dr. 
Pepper Bottling Co., was elected first 
vice president of the Texas State Bot- 
tlers Association at the group’s 51st 
convention in Galveston. 


WISCONSIN 


E. H. Smith, owner of the Waupaca 
Pepsi-Cola Bottling Co. was re-elected 
president of the Wisconsin Bottlers of 
Carbonated Beverages Association at 
the group’s closing session at the 
Schroeder Hotel. Also re-elected were 
Ed A. Nelson, Ashland, vice president 
and M. L. Hughes, Eau Claire, secre- 
tary-treasurer. Smith and P. J. Kohl- 
man, Racine, were re-elected directors 
at a business session. ... Van Merritt 
Brewing Co.’s label will appear on 
soft drink as well as beer cans this 
spring, according to Maurice B. Frank, 
president of the Burlington firm. The 
recently reorganized brewing company 
will have a plant and equipment in- 
vestment of $1 million by the end of 
this year, Mr. Frank said. 


WEST VIRGINIA 


The Buckhannon Volunteer Fire De- 
partment was summoned to the Coca- 
Cola Bottling Works on Spring St. 
when a coal heater became overheated. 
Twenty firemen answered the call, and 
the blaze was quickly brought under 
control. There -was no damage re- 
ported. 


VIRGINIA 


Construction of a new Pepsi-Cola 
bottling plant is under way in Nar- 
rows, Va., to be operated by a new 
company currently being organized. 
T. T. Honecutt, manager of the 
Princeton, W. Va., Pepsi-Cola Bottling 
Co., has purchased two acres as the 
site for the plant. 


WASHINGTON 


The Welch Grape Juice Co., which 
took over the plants of the Pioneer 
Church Grape Juice Company in 
Grandview and Kennewick about a 
year ago, is preparing to greatly en- 
large facilities in both plants. 





what makes a 


FRANCHISE 
VALUABLE? 


The one new combina- 

tion bottle for both 

root beer and orange 

means less handling 
. « cuts cost. 


A franchise is valuable only if the product 
has— 


superior quality and flavor 

an attractive distinctive bottle 

an appealing name that's easy to 
say, easy to remember 


These three "musts" add up to a fast selling 
beverage ... a valuable franchise. Goody 
Root Beer has all three! You will want to 
investigate a valuable Goody Root Beer fran- 
chise for your territory. Write today, without 
obligation, of course. 


The Goody Company 


560 Olson Highway, Minneapolis, Minn. 
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RUBE GOLDBERG’S SPECIAL COLORING PROCESS 


FROG(A) LEAPS FOR BUG (B) RELEASING JACK-IN-THE BOX (C) AND CAUSING HAND (D)TO 
RING BELL(E) WHICH STARTS PRIZE FIGHT(F)-FIGHTER(G) IS KNOCKED OUT OF RING, 
HITTING ELECTRIC SWITCH(H) WHICH TURNS ON STOP LIGHT (I)-FOOD EXPERT (J) HOLDS 
DISH OF FOOD(K) IN FRONT OF LIGHT GIVING FOOD DESIRED COLOR. 


For an easier way... use Kohnstamm’s Colors. 


FIRST PRODUCERS OF CERTIFIED COLORS 


@OHRSGTARENM ¢ COMPAR Y Enc. 


ESTABLISHED 1651 


89 PARK PLACE, NEW YORK 7 - 11-13 E. ILLINOIS ST., CHICAGO 11 + 4735 DISTRICT BLVD., LOS ANGELES 11 
BRANCHES IN OTHER PRINCIPAL CITIES OF THE U.S.A. ANO THROUGHOUT THE WORLD 
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CAMERA HIGHLIGHTS... 





—_ . ag ee 
FIRST GRAND PRIZE WINNER 


Sam Izzo, of Saginaw, Michigan, winner of the top prize in 
the 1953 Squirt Bottlers’ National Sales Contest, is shown 
admiring his brand new 1954 Ford. 


Honored as second prize winner in the Squirt Company's 
competition is Mrs. Lily Wilbert Graves, president of the 
Squirt Bottling Co. of Milwaukee, and Otto Ernst, (second 
from right), production manager of the Wisconsin bever- 
age concern (photo below). Making the award for the 
Squirt Company are vice president William Jay at far left, 
and president Herbert B. Bishop on the right. 











First of a fleet of attractive panel trucks used by the Trim 
advance salesmen in the St. Louis area. Trim Low Calorie 
beverages are available in the 28 ounce size, no deposit, 
no return bottle in six flavors. Newspapers, radio and tele- 
vision programs and elaborate point-of-sale promotions 
are used by the Trim Division of the B-1 Bottling Co. 
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BY STATES 


(Continued from Page 30) 





BEVERAGE PRICES 


PROVE YOU'LL SELL MORE rf 





ee AT OUR EXPENSE! ->\)5))- 
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NORTH CAROLINA 













































































Cities 6-8 oz. 10-12 oz. Quarts 2 et 
. a PT es 
Asheville _.................... 80- .96 .80- .96 1.20-1.60 
Charlotte .... a 80- .96 
Greensboro ................ .80 .80- .96 1.60 
SEE ee .80-2.08 1.20--1.60 
Wilmington .. 80 .80-1.60 1.50-1.65 
Winston-Salem . .80 .80- .96 1.60 
NORTH DAKOTA 
Cities 6-8 oz. 10-12 oz. Quarts 
| Minot . 96-1.20 1.20 1.70-1.85 
| Grand Forks 1.20 
Bismarck _... 296-1.20 .96-1.10 1.60-1.75 
Fargo .. 96-1.20 .96-1.40 1.60-1.90 
Jamestown .90- .96 F 1.25-1.75 
Devils Lake 1.20 1.20 1.80 LY 
OHIO 
Cities 6-8 oz. 10-12 oz. Quarts 
Toledo “65-96  .80-1.10 _‘1.30-1.65 
Lorain .96 1.45-1.60 
Cleveland .80-1.12 .96-1.20 1.20-1.60 
Akron .80- .96 .96-1.20 1.10-1.45 
Youngstown 1.12 1.30 1.65 
Lima . .80- .96 .80-1.12 1.10-1.50 
Canton .80- .96 .96-1.20 S38 
Columbus .80-1.12 -96-1.12 -90-1.60 Ca 4 
Springfield .80- .96 .80-1.14 1,40-1.60 “ wrens 
Dayton .80-1.12 .96-1.12 1.25-1.60 
Cincinnati -96-1.12 .96-1.12 1.36-2.00 
— You Get Enough To Make 35 Cases! 
Here’s an orange with all the bright, sunny tang and rich, 
OKLAHOMA appealing color you could wish for. One sip will convince your 
customers that new Red Diamond Orange Beverage Base is really 
Cities 6-8 oz. 10-12 oz. Quarts different—really special! And you'll soon discover that this great 
: » Beh . ‘ > ; ! 
Bartlesville 80 20 new Orange means a new high in orange drink profits! 
Tulsa .80- .96 .80- .96 
Oklahoma City ..... .80-1.00 -80-1.20 MAIL THE 
Muskogee .96 .96 COUPON NOW! (PIN) YOUR ‘i HERE 
Okmulgee .80- .96 .80- .96 
Lawton 80 80 
Ardmore .80 .8@ 
Shawnee 96 96 
THE LIQUID CARBONIC CORPORATION 
OREGON el 3!00 South Kedzie Avenue Chicago 23, Illinois 
Cities 68a. 10-12 oz. Quarts vs $1 is enclosed. Rush me my trial % gallon of the new Red 
iamond Orange Beverage Base. 
Astoria* 1.50 1.50 2.00 iti 
Portland 90-96 96 1.25-1.75 Pre = ee 
Salem* 1.40 1.40 2.00 Company____ a 
Eugene 1.40 1.40 2.00 
Roseburg 1.40 1.40 2.00 Address _ 
Klamath Falls 1.40 1.40 2.00 Ci 2 
Grants Pass 1.30 1.30 1.80 oy one _ State _ 
Medford ..... 1.30 1.30 1.80 
Coos Bay 1.30 1.30 1.80 





* Except Coke at .90. 
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RED DIAMOND EXTRACTS 


Manufactured by 


THE LIQUID CARBONIC CORPORATION 


3100 South Kedzie Avenve . Chicago 23, Illinois 
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All beverage flavors have bottling formulas which are 
general. These formulas may be convenient for some 
plants, but not for others. Any bottler who does not find 
the general formula convenient can come to Hurty-Peck. 
We will revise the formula for that bottler, and personalize 
it specifically to fit his own particular requirements, equip- 
ment and bottling conditions. The formulas are prepared 


Formulas © 


on any basis the beverage manufacturer may desire 





... to give any desired brix 

..- to standardize on one throw for all flavors in any one bottle 
size 

... to use full bags of dry sugar in any desired number 

..-+ to use even gallons of flavor in a batch 


... to use citric acid solution (with either 4 or 5 lbs., in a gallon), 
or to use dry acid 


... to use stock simple syrup, liquid sugar, or dry sugar 


... to give the right acidity —even though bottling water might 
be either on the acid or alkaline side 





This is only one of many helpful services offered with- 
out cost or obligation by Hurty-Peck. We pride ourselves 
in taking a personal interest in each individual bottling 
plant .. . yes, helping YOUR plant to produce the very 
finest beverages . . . helping you to make syrups and bever- 
ages in the easiest, most convenient and efficient way ... 


helping you to insure uniform, top-quality drinks. 


| Persona! Interest in 


plus quality ‘‘Superb”’ flavors 
have made Hurty-Peck 


bottlers’ Problems... if you want your formulas personalized, write and give full 
_ information so that we can help you. Complete directions for 


each flavor will be sent you promptly. 


“‘America’s Leading Independent 
Beverage Flavor House”’ 





Makers of Quality ‘‘Superb’’ Flavors 
indianapolis 7, Ind. 
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HURTY-PECK & COMPANY 


Santa Ana, Calif. 














PENNSYLVANIA Citi: 
Cities 6-8 cz. 10-12 oz. Quarts oa 
Oge 
Allentown .. -70- .96 1,12 1.00-1.45 Log 
Harrisburg ........—.- «.80-1.00 1.00-1.12 1.40-1.60 Salt 
Johnstown : - 6—1.12 1.12 1.50 P 
Philadelphia . - .75-1.12 .80-1.56 .90-1.65 sty 
Pittsburgh . 65~1.20 .90-1.40 —1.00-2.00 Rick 
Reading rsietins: 1.12-1.20 1,45-1.60 Cec 
Scranton ma .90-1.96 1.25-1.60 
Wilkes-Barre -70-1.00 -90-1.10 1.00-1.45 *c, 


RHODE ISLAND 


Cities 6-8 oz. 10-120z. Quarts Citi 











Providence .60- .96 .80-1.12 .90-1.60 Bur 


SOUTH CAROLINA 



































Cities 6-8 oz. 10-12 oz. Quarts Cit; 
Charleston .96-1.20* .96-1.20 2.04-2.40 ant 
Columbia .80-1.20* .96-1.20 2.04-2.40 Ale 
Florence 91-1.25* 1.01 2.04 Dar 
Greenville .86-1.20* .96-1.20 
Spartanburg .86* 96 vot 
* Includes State Tax Ric 
Rox 
SOUTH DAKOTA 
Cities 6-8 oz. 10-12 oz. Quarts 
Cit 
Sioux Falls .96 -96-1.20 poate 
Aberdeen nme 290—1.00 1.20 
Rapid City | 1:30 1.40 Yal 
Pierre na. 90-1.00 1.10-1.20 
Watertown .96 1.10-1.20 
TENNESSEE 
Cities 68oz. 10-1202. Quarts a 
Nashville .80 Hu 
Johnson City 80 Cle 
Knoxville 80 
Jackson .80 Par 
Memphis 80 
Chattanooga ee 
TEXAS Ke 
La 
Cities 6-8 oz. 10-12 oz. Quarts Me 
Amarillo 85- .95 95 me 
Wichita Falls ‘80 ‘80 Os 
Fort Worth 80 80 ; Sh 
Dallas ; .. 80 80 1.65 Gr 
Ranger ..... 96 96 
San Angelo . 90 90 1.30 
Waco 80 .80 
Austin . .80 80 
Del Rio 80 80 : 
El Paso .80- .96 96 ; 1.20 Ci 
San Antonio .80- .90 .80 1.40 
Beaumont .96 96 1.85 on 
Houston .80-1.00 .80-1.00 Ck 
Port Arthur .96 .96 La 
Eagle Pass 96 96 Ra 
Laredo .... vue 96 96 
Alpine 1.20 1.20 Te 
Monahans .96 96 Ww! 
Abilene .96 .96 Cc 
Lubbock 80 .80 
Corpus Christi 1.00 M 
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UTAH 
Cities 6-8 oz. 10-12 oz. Quarts 


Ogden* _.. 1.00-1.40 1.00-1.40 1.60-1.80 
Logan* ...... .80-1.10 -80-1.10 1.55-1.80 
Salt Lake City* -80-1.10 .80-1.10 1.55-1.80 
Provo .80-1.20 -80-1.20 1.55-2.00 
Richfield . -80-1.40 .80-1.40 1.55-2.00 
Cedar City 


} 


* Coca-Cola at .80. 


VERMONT 
Cities 6-8 oz. 10-12 oz. Quarts 





Burlington -80-1.12 -96-1.12 1.25-1.60 





VIRGINIA 
Cities 6-8 oz. 10-12 oz. 





Alexandria 80 .96 

Danville .80 

Petersburg 80 

Richmond .80- .96 ‘ 1.00-1.60 
Roanoke 96 , 1.25-1.60 


CASEE CARTON 
PACKER 


Packing is faster and more efficient when done 
automatically. Miller Hydro Case & Carton Packer 
handles either splits or pints — half depth 
or full depth... Compact... economical. 


Yakima 


Cities 


Bluefield 
Charleston 
Huntington 
Clarksburg 
Parkersburg 


Kenosha 
LaCrosse 
Madison 
Milwaukee 
Oshkosh 
Sheboygan 
Green Bay 


Cities 


Cheyenne 
Laramie 
Rawlins 
Torrington 
Wheatland 
Casper 
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-96-1.40 .96-1.40 


WEST VIRGINIA 


6-8 oz. 10-12 oz. 


96 96 
80- .96 96 
-76-1.70 

1.20 1.20 
96 96 


WISCONSIN 


1.00-1.40 1.40-1.60 
.96-1.00 1,10-1.25 
.96-1.26 .96-1.20 
.90-1.20 -90-1.20 
.90-1.20 1.00-1.10 
.95-1.20 1.10-1.40 
1,05-1.20 1.25-1.40 


WYOMING 


6-8 oz. 10-12 oz. 


1.20 1.20-1.30 
1.20 1.20-1.30 
1.20 1.20-1.30 
1.20 1.20-1.30 
.90-1.20 1.20-1.30 


1.20 1.20-1.30 


1.68-2.00 


Quarts 


.85-1.00 


1.20-1.60 
1.45-2.00 


1.40-1.65 
1.25 

1.00-1.60 
1.10-1.65 
1.25-1.40 
1.35-1.50 
1.40-1.60 


Quarts 


1.60-2.00 


1.60-2.00 
1.60-2.00 
1.60-2.00 
1.60-2.00 


WASHINGTON ; 
Cities 6-8 oz. 10-12 oz. Quarts 


Serving Bottlers 
Since 1913 











Check-List on 
Bottling Plant Motors 


ho sex of attention or improper installation or the 
use of the wrong type electrical motor in bottling 
plants may mean serious trouble. Danger lurks in 
locations near moisture or liquids, near volatile 
liquids and highly inflammable gases and mixtures, 
or where inflammable substances are used, handled 
or stored in other than their original containers. 

In the following paragraphs are some established 
and proven engineering recommendations which 
should be a must in motor installations in bottling 
plants: 


1. All electrical apparatus, such as _ electric 
motors, which may create arcs or sparks, should if 
possible be kept out of rooms where the hazardous 
locations exist, or, if not possible, then these motors 
must be of the types approved for use in explosive 
atmospheres. 


2. Every electrical device such as a switch, cir- 
cuit breaker, or motor must have some movable 
operating part projecting through the enclosing 
case, and any such part, for example an operating 
lever of a switch or the shaft .of a motor, must 
have sufficient clearance so that it will work freely. 


3. Junction boxes and similar electrical fixtures 
should be so constructed that they will have suffi- 
cient strength to withstand high pressures gener- 
ated by an internal explosion which can be caused 
by the gas and air mixtures collecting therein. 


4. There is only one type of approved elec- 
trical wiring for such locations and that is rigid 
metal conduit, except that where it is necessary to 
employ flexible connections, as at motor terminals, 
flexible fittings of the explosion-proof type may be 
used. Such conduits must have threaded explosion- 
proof joints and fittings. 


5. Joints in conduit made with threaded fittings 
should have at least five full threads engaged. 


6. All conduit runs in and around such locations 
in the plant should be sealed off where a conduit 
terminates in an enclosure in which arcing or 
sparking is likely to occur, as at motor terminals, 
switch boxes, ete. 


7. This also applies to cases where a conduit 


leads from a hazardous location to a non-hazardous 
one. 
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—— fantastic performance verified 





99.97% Efficiency Proved! 


H. C. Nutting Co., Cincinnati, checked the 
first Yundt-Bottlematic Uncaser in action 
at Schoenling Brewing Co. for two full 
4-hour shifts. Here’s their impartial, un- 
biased report... proof positive that 
Yundt-Bottlematic’s fantastic uncasing 
performance is true...and ready for you! 









The first Yundt-Bottlematic uncaser was installed 
at Schoenling Brewing Co., Cincinnati, April 4. 
Next day it was in operation . .. and emptying cases 
at a rate you wouldn’t believe possible. On April 8 
and 9 we had it verified: so you don’t have to take 
our word for it . . . see the report above. 

Here’s proof positive that the new Yundt-Bottle- 
matic can improve your uncasing: do it better, 
faster and with less help. The Yundt-Bottlematic is 
so efficient, effects such great savings, that it will 
quickly pay for itself . . . automatically. 


Yundt-Bottiematic gives the 
same gentle care as 
if lifted by hand... 
but the profitable 
volume of automatic operation >» 


It’s the Uncaser of tomorrow . . . ready for you to- 
day! Fits perfectly in tight spots. Adaptable to all 
types of equipment. It’s quietly efficient. Extremely 
easy to operate, economical to maintain. 


No matter how you are uncasing now, the new 
Yundt-Bottlematic will be welcome news to you. 
You'll be time and money ahead—-way ahead—to 
go automatic with Yundt-Bottlematic. Write or wire 
us today for complete information, including prices 
and deliveries. Yundt-Bottlematic Corp. 

3640 Muddy Creek Road, Cincinnati 38, Ohio, U.S-A. 
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YUNDI-BOTTLEMATIC 








May, 








by independent testing laboratory 

















Fits Snug Spots in breweries, 
dairies and bottling plants. Fur- 
nished with 3- or 4-heads; adjust- 
able for full or half depth cases. 


YUNDT 


Cincinnati 


CORP. 


Manufacturers of Yundt washers 
and caustic filtration systems 
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8. All fittings in such locations, such as outlet 
boxes, junction boxes, and enclosures for apparatus, 
should have threaded hubs to receive the conduit 
and must be provided with suitable covers. 


9. Where a conduit is run overhead and is brought 
down vertically to an enclosure for apparatus, any 
condensation of moisture in the vertical run would 
be trapped by the seal above the apparatus en- 
closure and for this reason these seals must be 
only of a type approved for such locations. 


10. No service equipment, switchboards or panel- 
boards should be installed unless they are of a 
type approved for use in explosive atmospheres. 


11. Transformers and capacitors containing a 
liquid that will burn, if located within buildings, 
should be installed in a reinforced concrete vault 
conforming to underwriters’ specifications, and this 
should have ample ventilation. 


12. Circuit breakers should be of the type ap- 
proved for use in explosive atmospheres and no 
other. Fuses should not be installed unless mounted 
within explosion-proof enclosures. 


13. Motor controllers should be the remote-con- 
trol type with the main contactors located at a 
point where hazardous conditions of this class do 
not prevail. Auxiliary control push buttons or 
switches of a type approved for use in explosive 
atmosphere may then be placed in the most con- 
venient locations. 


14. Lamps in fixed position should be properly 
protected by substantial metal guards or other 
means where exposed to breakage. Lamps of the 
pendant type are not recommendéd unless they are 
supported and supplied through hangers of rigid 
conduit or flexible connectors. Such rigidly-mounted 
fixtures should be strongly supported. 


15. Receptacles and attachments plugs used in 
these spots in the plant should be connected as a 
unit with the explosion-proof interlocking switch 
so that the plug cannot be removed while the switch 
is in the “on” position. Such receptacles and plugs 
should be of the polarized type which provides a 
connection for the grounding conductor of the 


portable cord. 


16. Exposed non-current carrying metal parts of 
equipment such as frames or metal exteriors of 
motors, fixed or portable lamps or appliances, etc., 
should always be grounded. 


Careful following of these suggestions when 
selecting new motors and when re-applying motors 
which experience has indicated would perform bet- 
ter in some other application will result in better 
operation and avoidance of potentially dangerous 
conditions. 








DOUBLE 
COLA 
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TRIUMVIRATE 


In a purely social setting, the annual banquet of the Pepsi- 
Cola Distributors Association last month, are Ruby Pastor, 
president of the distributors’ group, M. J. Becker, editor of 
“National Bottlers’ Gazette” and Al Steele, president of 
Pepsi-Cola Co. 








LONG ISLAND UNIVERSITY ESTABLISHES 
KIRSCH AWARDS 


Admiral Richard L. Conolly, president of Long Island Uni- 
versity (right), accepts a check from Morris Kirsch, presi- 
dent of No-Cal Beverages, Inc., to be used for the estab- 
lishment at the university of a series of annual awards to 
high school journalists. The awards, which are designed 
“to encourage high school editors and writers to strive for 
excellence in the field of journalism,” are $100 Savings 
Bonds. They will be known as the Kirsch Awards in 
Scholastic Journalism. 
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PLANT... EQUIPMENT . 


.. TRUCKS 


MAINTENANCE 





A machinery preventive maintenance 
program, properly managed, will re- 
duce lost-time costs to a minimum. 


7 TODAY’S battle with high cost, every bottler 


must work twice as hard for profits, but the bottler 
who fights without proper weapons, fights at a dis- 
advantage. What are these weapons? They are labor- 
saving practices, and more production time from a 
fixed amount of machinery. 

Heading the list for the coming slack season 
and for the entire year for that matter—to keep 
your plant expenses in line should be equipment 
maintenance. Prepare now, during the slack season 





courtesy Crown Cork & Seal Co. 


During the winter and spring months, worn parts from 
washers, fillers and crowners, carbonators, pumps, com- 
pressors, conveyors—from any machine in the plant sub- 
ject to wear and tear—can be repaired, either by the bot- 
tler's own mechanics, or by the machine’s manufacturer. 
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How's Your Down-Time? 
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courtesy Crown Cork & Seal Co. 


A well-stocked storage bin of spare parts for every 
machine in the bottling plant is good business manage- 
ment, because it will assure the least amount of lost 
time from breakdowns. 





for the peak loads of summertime, unimpeded by 
shutdowns for want of proper maintenance or worn 
parts. A program which is started now could pay 
tremendous dividends in the summer months ahead. 

An intelligent and integrated program must begin 
with inspection of machinery by competent, trained 
personnel, either from the bottler’s maintenance 
crews or, if necessary, from the technical help avail- 
able from all of the major manufacturers. A thor- 
ough inspection of the machines by this trained 
personel will indicate what parts need replacing and 
what preventive maintenance is necessary to keep 
the machinery in proper condition. 

The technician should thoroughly inspect the 
machine for worn parts or parts which, under the 
stress of full production, are liable to cause trouble 
and breakdown. These parts should be ordered from 


CAN BEST FILL 
ALL YOUR NEEDS 





One-piece, all-welded, heavy 
gauge steel frames—3” fibre glass 
insulation throughout — pure virgin copper 
tanks—5-sided refrigeration—efficient wet 
or dry operation—5-year warranty on the 
hermetically sealed, permanently oiled com- 
pressor—your color baked on ‘Bonderite”’ 
treated steel. 
All modeis availabe for Pepsi-Cola Bottiers 
with illuminated trademark. (See illustration 


of Model 200-D). 


72 
Bottle Rack 
and 
72 
Bottle 
Pre-Cool 


Capacity. Lie 
27” widex Loeeraet 
ha 


32” long. nie 





i 


MODEL V-106, 8-FLAVOR VENDER 
106 Bottle Rack and 106 Bottle Pre-Coo’ 
Capacity... 27’’ wide x 42” long. 









AS MODEL 200-PC) 12-CASE BEV-MASTER 
na ~~ 





MODEL WI-D 


6-CASE BEV-FOOD WITH 6% CU. FT. 
FOOD REFRIGERATOR 


Sales Representatives: Write for proposition 
on choice open territory. 
SEND FOR FREE LITERATURE & PRICES 


"MFG. CO. 


“Quality Products for a Third of a Century” 
1125 E. KIBBY ST. + LIMA, OHIO, U.S.A, 


Please send literature and prices on 
Artkraft* Venders and Coolers. 


Name 
Firm 
Street 
City & State 

















*Trademark Reg. U.S. Pat. Off. 















Our new Dodge 
“‘Job-Rated”’ trucks have 
proved a better deal 

in handling ease, visibility, 
comfort and power. You, 
too, can save time and 
money, work and effort 
with these great new 
trucks. Find out today 
why Dodge means a 
better deal all around! 





YOU GET—A Better Deal In Steering! 
Sharp 39° turning angie and short wheel- 
base design make Dodge the sharpest turn- 
ing trucks on the road. That saves you fime! 





YOU GET—A Better Deal In Power! You 
save on maintenance because every Dodge 
engine .. . V-8 or Six .. . has such long-life 
features as exhaust valve seat inserts, 
chrome-plated top piston rings and posi- 
tive-pressure lubrication. 
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‘Our new e truck 
is a better er del me and 








YOU GET—A Better Deal In Seeing! Big 
951 sq. in. windshield of Dodge cab is 
largest of any popular truck. All-around 
visibility is tops, too, for safer driving. 


YOU GET—A Better Deal In Sitting! The 
16-inch-high Dodge seat is deep and com- 
fortable enough to be in your living room! 
Plus easy-to-reach controls and dispatch box, 


New Dodge trucks give A BETTER DEAL FOR THE MAN 
AT THE WHEEL—and a better deal for the man who pays 
the bills. Test-drive and learn how a Dodge makes driving 
easier and does more work in less time. Give your Dodge 
dealer a call. He’ll be glad to show you. 


DODGE 
YJob-Rated TRUCKS 


TUNE IN: “Break the Bank,” Sunday TV—“The Roy Rogers Show,” 
Thursday radio—“Make Room for Daddy,” Tuesday TV. 











the manufacturer and installed immediately while 
stocks and availabilities are still at a high point and 
where a slight delay will not work a hardship if the 
part he needs is not in stock for immediate ship- 
ment. Once these parts have been installed and the 
machine is deemed satisfactory, the second portion 
of the program should be put into effect. This is a 
plant wide program of preventive maintenance with 
all personnel receiving proper education and super- 
visory instructions in the care of their particular 
pieces of equipment. 


Of paramount importance in such a program is 
the setting up of regular schedules of oiling and 
lubrication to coincide with the recommendation 
made by the manufacturer for tbh¢ir particular 
equipment. It cannot be over-emphasized that the 
lubricants recommended should be closely adhered 
to in order to receive the best possible performance 
from the equipment. 


Of particular importance also in the program is 
the proper cleansing and sanitizing of machinery. 
Since each separate manufacturer has recommended 
definite steps in a program of this type, it would 
be impossible to generalize on a subject of such 
importance, but it does bear repetition to point out 
the necessity of following out the prescribed pro- 
gram properly. 


A great deal of summertime shut-down can be 
avoided also by adhering to common sense practices 
in the actual running of the machinery during regu- 
lar production time. These would include such things 
as keeping cullet off moving parts which can cause 
a great deal of wear on your fillers, conveyors and 
jams on mixers and automatic casers. Proper inspec- 
tion of bottles will prevent breakdowns along the 
entire production line which can affect production 
by a great many cases per day. Another valuable 
hint which should result in increased production 
is the proper adjustment of each machine in your 
production line for the size bottle which is being 
run on that particular schedule. A few minutes spent 
in this proper adjustment may pay handsome divi- 
dends in the number of cases produced at the end 
of a day’s run. However, in the final analysis, the 
bottler is his own best judge as to the recommended 
procedures in his plant which will result in better 
day by day production. 


Each individual case must be properly evaluated 
in the light of each bottler’s particular problem. 
They will all work out, however, to one definite for- 
mat and that is preparedness of equipment and an 
intelligent, well-established, preventive maintenance 
program. This is the cheapest insurance available 


| now to a bottler fighting the daily battle of costs. 
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MAINTENANCE QUESTIONS 
—AND ANSWERS 











Readers are invited to submit questions and 
problems covering plant, equipment and 
truck maintenance. 


Question: Can you suggest a suitable repair mate- 
rial for concrete floors that have started to erode in 
spots where they have been subjected to severe 
usage? We are particularly interested in obtaining 
a patch material that dries quickly and will not in- 
terrupt the plant operation. (Torr) 

Answer There are many preparations on the market 
which are recommended for the repair of concrete 
floors and most of these are easily applied, harden 
rapidly and provide a tough, uniform floor surface. 
Under separate cover we are sending the names of 
three suppliers and we would suggest that you write 
to them for samples and instructions. Usually, these 
repair materials or resurfacers are applied as thin 
coats over the concrete: When dry they provide a 
flint-hard patch or a complete overlay that in some 
instances outlasts concrete. Installations of these 
floor materials can be made by your own mainten- 
ance men. The smooth, sanitary finish obtained with 
these floor repair materials resists syrups, excessive 
water and has found great favor among beverage 
manufacturers. 

Question: Part of our basement at our plant is be- 
low grade and during excessive rains we experience 
wall dampness. Can you suggest any coating that 
can be applied to the interior walls that will eliminate 
the condensation? (Anchor) 

Answer: We are reluctant to suggest the use of an 
interior coating material which will eliminate water 
seepage through your concrete block foundation 
walls. As a rule water seepage around the founda- 
tion footings or the foundation wall requires the 
installation of drainage tile around the footings and 
applications of hot asphalt and membrane water- 
proofing. This is a costly job but the only effective 
means of eliminating water seepage. In some cases, 
applications of special preparations to the inside 
foundation walls has helped to reduce seepage and 
dampness. One preparation called Micro-Seal is 
composed of selected minerals which when applied 
to the walls is claimed to seal the cracks and pores 
through which moisture penetrates: This product 
is offered in white and other colors for decorative 
purposes. No special skill is required in preparing 
the coating since the packaged powder is simply 
mixed with water as directed and applied with a 
brush or spray. Other similar preparations are 
available on the market which are claimed to stop 
wall dampness and minor water seepage. 


May, 1954 
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Advantages of the JBAS 


SAVES SPACE—organic matter 
removal, alkalinity reduction and 
clarification combined efficiently 
in a compact unit. 

COMPLETE REMOVAL OF OBJECTIONABLE 
ORGANIC MATTER — adequate chlo- 
rine retention time assures posi- 
tive removal. 

NO WASH WATER WASTE — filter and 
purifier can be washed with 
treated water and wash water 
returned to the JBAS. 


NO CONTAMINATION—by using 
treated water for washing, there’s 
no contamination of equipment by 
raw water. 

MORE UNIFORM RESULTS — recircula- 
tion of slurry means lower 
alkalinity and maintains greater 
uniformity of result. 

SAVES CHEMICALS — comparative rec- 
ords show up to 15 percent chemi- 
cal savings over conventional 
plants. 

CONSTANT RATE OF OPERATION — water 
flow and chemical feed are main- 
tained at exact rate and correct 
proportion. No feed variation. 
Minimum supervision needed. 
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BILLION GALLONS of 






Pure water pays off in profits. 
That’s why more than 600 better bottling plants have 
JBAS Water Treatment on the job... treating a 
total of 4% million gallons of beverage water 

per working day! These bottlers selected the JBAS 
because it assures a uniform-quality, full-flavored 
product yet requires just a few minutes operating 
attention per day. Protect your beverage flavor, 

cut your costs, and build your sales with reliable 
JBAS Water Treatment. For more details on 

the exclusive JBAS method, use the coupon below. 








INFILCO sa | Tucson, Arizona 


Plants in Chicago and Joliet, Illinois 
FIELD OFFICES IN 28 PRINCIPAL CITIES 


INFILCO INC., P.O. Box 5033, Tucson, Arizona 
Please send me JBAS Bulletin 1823-N 


NAME , pis <9 at Bl saa 
TITLE 
WRITE ; (0. 
FOR ‘age ADDRESS eee ee 
copy... 
Seer ere ee 
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BOTTLE-WASHING 





.. bere’s how 











Just add a little Oakite Composition No. 53 to 
your caustic bottle washing solution. You'll 
find this will cut your costs by reducing caustic 
carry-over from washing to rinsing operations. 
In one plant, for example, the daily caustic up- 
keep dropped from 120 lbs. to 60 Ibs. 


The use of Oakite Composition No. 53 also 
gives you cleaner bottles. You can get rusty 
necks clean. Even cement deposits are removed. 
Bottles rinse better, with no cloudy, bacteria- 
breeding film. Reruns are fewer ...in one plant 


reruns were cut from 7 cases to just 5 bottles. 


FREE BOOKLET 
GIVES DETAILS 


In this helpful 24-page illustrated 
booklet, you'll find all the details you 
want on cutting bottle washing costs, 
improving rinsing, lowering caustic 
upkeep. Also you'll find helpful infor- 
mation about other successfully used 
Oakite methods for complete plant 
sanitation. Write for your FREE copy 
today. Oakite Products, Inc., 26A 
Rector Street, New York 6, N. Y. 


OAKITE 


Cleaning & Germicidal Materials 





Technical Service Representatives Located in 
Principal Cities of United States and Canada 
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National Exposition Exhibitors 
Being Assigned Space 


First preference group already allo- 
cated space; others in process 


PnePazaTions are now under way for the big na- 
tional Convention-Exposition in Philadelphia, in 
November. In May, an invited group of exhibitors 
will confer with the Convention-Exposition Commit- 
tee in Philadelphia on arrangements for the big 
show, and inspect the facilities and the hall. With 
the big, working machinery exhibits due back on 
their every-other-year schedule, and with many 
first-time exhibitors scheduled, the show is expected 
to be one of the largest on record. 


Assignments of booth spaces have already been 
made to ninety-four firms, as follows: 


eh ey CIE oss 2 Ek a wale ¢ waders aus 1009 
PE NORCO Se eysinw Sas seve sviewdso 841 
TMS Sa CSUR GS s Wieleip is ste a Sie 00s 08s od alec 949 
eG EEE Ee 1257 
Barry-Wehmiller Machinery Co. ............... 911 
The E. Berghausen Chemical Co. ............... 1011 
Fe on ee 802 
Bottlematic Corp., Michael Yundt Div. .......... 826 
ES © oT a er 832, 836 
Ganson Dey Ginger Ale, INC. . oc. eek ees 959 
I I GN rcs Ca alae tse > ow Weeds oiehe- 901 
Cherry Blossoms Manufacturing Co. ............ 915 
SE I Pr ON Tee eee 641 
Chevrolet Motor Div., General Motors Corp. .... 1217 
SN I Nw ae on wna 4 8.0.903 0 9846 418 
oD a sso ase sath eure 5.9 4,8 008 935 
i Sen Ss erblh 4:30. 49a 6. ¥ Sik so 06-0 028 35 
EI Ss dig 6 x0 )bin. 6 6 0 6:6:b.9'6-Si9 @5tn tok 744 
ENG OS's, 2'a's 5 hog? e ado 5 9s 6 sleek ie 907 
Continental Can Co., Inc., Bond Crown & Cork Div. 906 
oo ST ay re er ee ree 940 
Cee Pe IORIO. 0 i5 6 ocho dsc veep eeea ees 736 
Sr eG DIRS ani wah Wa bk wie O148 4 % bow Ow Os 775 
i i NE Ss. oh-d ie dine cael h Ge nda 365m 0s 723 
The Delaware Punch Co. of America ............ 705 
UO EEN WON bck AC Seles ee kts deers eke’ 318 
Se SNUETEME Sie ad che Dale Saree eae Babs 0b ES 00 929 
Dr. Swett’s Root Beer, Bubble Up and 

O-Bo-tsrape Companies, ENC... 6.66 os cic cies ces 610 
ND NE te ke g's Ras he oe 428 
OGen) Ge LOWEy CO. ING. 6 es eects 748, 849, 855 
I SES, C50 cho 5.00 5b 45s cece pbc 823 
Oe ee re eee ee 12538 
ee I Eg sida o nid a ble glae e bleea « 6 o 722 
en ek. Siw wig cbs 423 
ee coe Se te seks ed sete cwen ee 936 
as gc in 5 04 e446 8 Ns aie weed 844, 845 
NET MEO, nc cc ek cb ole ted oe bat ee are 829 
ete PEO Ba. BEIPON G50, cnet ee lei eee ee es 948 
TE MNS ou ais /y Wikis» bce .Sie'W PbS Als oNUR EES 0 6 1005 
ity Wie BAUGRTAIIOONS GS OTL, EDC, <6 ois o 0.00 s strive ves 918 
AN i fe Ba ey esd. ie Mad Eh aye 6.9. 0cSea seioo 1114 
International Harvester Co. ............... 1118, 1122 
Mr Wh tas ar eks KROME Osha ets 1010 
ia. Deen Oe OD. PU: Si. okie wae sw ee vetae os 732 
og gS ee a ee 628, 632, 636 
Lmurens Gines. Works, Unc)... <.ciiisccsiciec dec cesiones 928 
J. F, Lazier Manufacturing Co., Inc. ............ 806 
I WR oe os a oe Sse b'bou'e.c. Gb eters oe 1002 
at i dele ah ea Ghar ang a eRe 953 
Zeecnagues Garponic Corp. . ii. c.scc ccc cscese 1175 
Frank B. Lomax Co., Div. of Groen Mfg. Co. .... 622 
RAMEEOCU PTUIL FIGAUCEH INE. ciccc ccc ecco eevee 103: 











How to Reduce Foaming 


Most foaming is caused by temperature differences be- 
tween carbonated water and syrup in the filler. The best 
solution to this problem is the Mojonnier Syrup Cooler, 
which cools syrup down close to water temperatures. 
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presents a NEW 
SPECIAL 

PROMOTIONAL 

PROGRAM 


This sensational 
NEW PLAN 
will give you 
REAL FACTS ON HOW 
TO INCREASE PROFITS 


SEND FOR IT 
TODAY! 


This Plan shows you how to cope 
with costs. It tells you how to meet 
and master your present problems. 
It tells you how you can build a 
bigger business based on larger 
profits . . . and increased sales. 


WRITE 
PHONE 
OR WIRE TO 


SUN SPOT COMPANY OF AMERICA 
1500 RIDGELY ST. - BALTIMORE 30, MD. 


Mojonnier Junior Syrup Cooler 


The Mojonnier Junior Syrup Cooler is rated at 16 and 
48 gals. per hour; Senior models rated at 115 and 265 
gals. per hour. Meet all requirements of the industry. 
Fit in any type plant. Write for descriptive literature to: 


MOJONNIER BROS. CO., 4601 W. Ohio St., Chicago 44, Ill. 


One Name 
One Bottle 
One Quality 
Ten Flavors 


Unprecedented 
Bottler PROFITS 


0-SO GRAPE COMPANY 


1015 Se. Washington St. PEORIA, ILL. 
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COMPETITIVE COOPERATIVE CAMPAIGN ... 





Beverage Prices Are Up But— 


MILK 


Still Costs Only 
5A GLASS 


WHEN PURCHASED BY THE QUART 


Milk is the World’s Finest Drink! 





MILK CALMS NERVES 
ed 

















you NEED 3 ciasses @ 
OF MILK EVERY DAY 





ANDERSEN CREAMERY ASHLEY DAIRY 
JENNINGS DAIRY SULLIVAN MILK PRODUCTS 


These Dairies Are Supplied with the Highest Quality Milk by 
BATTLE CREEK MILK PRODUCERS ASSOCIATION 











A co-operative advertising campaign 
touting the price and qualities of milk. 
which in the illustrated copy takes a crack 
at beverages, is currently running in Battle 
Creek, Michigan. Bottlers in the area are 
watching the drive with interest and some 
concern. 
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LADEWIG Bottle Washers Have Established 
A World-wide Record of PROVED PERFORMANCE 


This 24-wide Ladewig Washer at Hartman Beverage Company, Knoxville, Tennessee, turns 
out sparkling clean bottles FAST! With its remarkably efficient Ladewig Unscrambler Load, 
this machine handles 280 botties per minute—the speed at which it is run in the summertime. 


Yes — throughout the United States and Canada (as well as in many overseas countries), 
Ladewig Bottle Washers have been performance-proved through years of toughest day-after- 
day service. Write for our latest list of Ladewig installations. Then arrange to see a ‘'Ladewig" 
in actual operation in the plant nearest you. Learn for yourself why a “Ladewig" turns out 


MORE and CLEANER bottles per hour, per dollar. 





ARCHIE LADEWIG CO., Waukesha, Wisconsin, U.S. A. 









For Taste that Sells... 






Brighten Flavor with 


Citric Acid 
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Thirsty customers go for bright, tangy, carbonated beverages. 








t 


So spark up your flavors with citric acid. For balanced taste 
plus significant savings on costs, more and more bottlers are 


specifying MERCK Anhydrous Citric ACID. 


Citric Acid Merck 


(ANHYDROUS) 





Other Merck Products for the Bottler: PRN IooNeng <a 


MERCK & CO., INC. 


Lactic Acid Sodium Citrate Manufacturing Chemists 


Phosphoric Acid Sodium Benzoate RAHWAY, NEW JERSEY 


in Canada: MERCK & CO. Limited — Montreal 








Tartaric Acid Mineral Salts 
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“Chok-A-Fizz""—New Entry In 
Chocolate Market 


There are many varieties of soft drinks on the 
market, with new flavors constantly being intro- 
duced. However, one flavor that has a large public 
demand waiting for it, has been the most elusive 
of all. That, of course, is chocolate. 

In Chicago, however, an enterprising and not 
easily discouraged man started to really go over 
the problem. Eighteen years ago, Harold Larry 
began devoting all of his spare time from his suc- 
cessful business to the creation of a real chocolate 
carbonated drink. As Mr. Larry attests, the prob- 
lems were many ... he had to have a drink that 
would not spoil in the bottle, the bottler would have 
to be convinced that a chocolate carbonated drink 
was feasable, that no unwashable film would be left 
on the machinery, and that there would be no con- 
tamination of the lines. 

Slowly but surely Mr. Larry began development 
of such a drink, and by constant testing finally 
arrived at the formula for the drink “Chok-A-Fizz.” 
It has been consumer tested and accepted, and short- 
ly Mr. Larry feels “Chok-A-Fizz” will be widely 
distributed throughout the country through fran- 
chised bottlers. 


Cherry-Burrell Adds Line of 

Water Conditioning Equipment 
Cherry-Burrell Corp. is now handling a complete 

line of water conditioning equipment for the soft 

drink bottler as a result of acquiring Midwest and 

Eastern distribution rights to all products manu- 
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DEVELOP NEW TRADE MARK 


To establish clearly what Owens-Illinois is, the Owens- 
Illinois Glass Co., Toledo, Ohio, has adopted a new trade- 
mark with a bold O and a bold I in the center. The name 
“Owens-Illinois” instead of the official name Owens- 
Illinois Glass Company will be used in the new trademark 
and signature. This marketing program will correlate the 
variety of products to the parent company and help to 
promote product identification. 
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HOW ARE CANS SELLING? 


(Continued from Page 16) 

as it gives them an opportunity to sell additional 
products; the chain operator is more interested in 
labor saving. 

As a sidelight to the survey, it appears that in 
the field of foods and related products, retail stores 
are becoming less important in creating product 
demand and interest. This trend may be due in part 
to the growth and acceptance of national brands 
during the past four decades, plus the fact that 
today consumer interest and demand are aroused 
initially by advertising which appears in news- 
papers, magazines and television, with: assistance 
from word-of-mouth advertising and social pres- 
sures. Because intense advertising has supplanted 
the stores as a means of introducing new products 
and creating consumer interest, manufacturers of 
canned soft drinks are faced with the problem of 
creating demand for their product. 

The canned soft drink has demonstrated initial 
consumer acceptance because of its novelty feature, 
but future sales volume and repeat business for this 
package, in the opinion of N.B.G.’s observers, will 
depend on demand created through repeated promo- 
tion, effective display, consistent distribution and 
supporting advertising programs. 

Subsequent market studies and surveys will ap- 
pear in future issues of the NATIONAL BOTTLERS’ 
GAZETTE and will cover such important subjects as 
(a) Consumer acceptance and attitudes toward car- 
bonated beverages in cans and bottles in other 
important areas of the country, (b) Market avail- 
ability of carbonated beverages in cans, (c) Dis- 
tribution and cost factors affecting canned drinks. 


Penrith, Akers Adds Smoke 
Ballew Sales Representatives 


Penrith, Akers Mfg. Co., Inc., Minneapolis 4, 
Minn., bottlers of fruit juices and flavors, has an- 
nounced the addition of Smoke Ballew & Associates 
of Dallas, Texas, to the company sales force. This 
association is effective as of February 1, 1954, and 
Mr. Ballew through his representatives will cover 
the following states for Penrith, Akers in the sale 
of flavoring compounds, flavoring extracts and true 
fruit bases: 

Wyoming, Colorado, New Mexico, Kansas, Texas, 
Oklahoma, Missouri, Arkansas, Louisiana Tennes- 
see, Mississippi, Alabama, Florida, Georgia, South 
and North Carolina, Virginia and Maryland. 


Bottlematic Effects Sales and 
Manufacturing Agreement 


It has been announced by C. J. McHugh, Presi- 
dent of Michael Yundt Division of The Bottlematic 
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5 range is a BIG flavor at 


Virsa Dare! 


TOP NOTCH NUMBERS. 


Virginia Dare is known for many . . . Vin-Vie Imitation Grape, 
Cream 50... and, of course, ORANGE #19. This 
golden orange "juice type" flavor has become known to 
bottlers everywhere as a business-building flavor. In addi- 
tion to #19, Virginia Dare #12 (2 oz. emulsion) makes 

a popular finished drink. Check Virginia Dare for the orange 
that's best for you ... we have them in a pang | of 
colors, cloud, and price. For a bright '54 contact the "big" 
house for your "Big flavor’. . . Orange. 


EXTRACT CO., Inc. 
Bush Terminal Building No. 10 
Brooklyn 32, New York 

















BOTTLE LAZIER’S 
LEMONADE BASE 


Because it is the Best 
Lemonade Base Made! 





Over twenty years ago the House of Lazier was the first concentrate 
manufacturer to make a real natural Lemonade Base for bottlers’ 
use. Today, House of Lazier is selling more Lemonade Base to 
bottlers by far than any other Lemonade Base competitor. 


DO YOU DOUBT THIS BROAD STATEMENT? 


IF YOU DO! 
TIS ee 


We will ship you prepaid one gallon Lazier’s Lemonade Base, and 
if you and your associates do not agree that Lazier’s Lemonade 


Base is better than any other, your money will be refunded. 


TRIAL GALLON PRICE LEMONADE CONCENTRATE BASE ata: $5.25 


1 GALLON MAKES 77 CASES OF 7-O0Z. BOTTLES « 1 GALLON MAKES 48 CASES OF 10-0Z. BOTTLES 
FLAVOR COST AS LOW AS $0.06% CENTS PER CASE 


DON’T DELAY-ORDER TODAY 





HOUSE OF LAZIER ° MANUFACTURERS OF LEADING CITRUS FRUIT BASES SINCE 1890 
1947 GRAVOIS AVENUE ° ST. LOUIS 4, MO. 
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Corporation of Cincinnati, Ohio, and Bryce P. 
Beard, Sr., President of Bottlers Appliances, Inc., 
and Taylor Manufacturing Company of Salisbury, 
North Carolina, that their respective companies 
have reached a co-operative sales and manufactur- 
ing agreement whereas Taylor Manufacturing Com- 
pany will produce all new automatic bottle washer 
loaders for Michael Yundt bottle washers and the 
sale of all Taylor loaders for Yundt machines now 
in the field, will be handled through The Bottlematic 
Corporation and that Bottlers Appliances, Inc. has 
been assigned the sales rights to sell Yundt washers 
and Bottlematic’s general line of equipment in the 
States of Virginia, West Virginia, Kentucky, Ten- 
nessee, North Carolina, South Carolina, Mississippi, 
Alabama, Georgia, and greater New Orleans. 


Announce New Single End 
Bottle Washer 


A new single end bottle washer designed especially 
to provide for the smaller bottling plant many fea- 
tures found only in the large double end machines, 
has been introduced by the Archie Ladewig Com- 
pany, Waukesha, Wis. These are the first single end 


Am 





LADEWIG'S VERSATILE MODEL 251 BOTTLE WASHER 


This illustration shows the load and discharge end of the 
new Ladewig Model 251 single end bottle washer with 
universal pockets which handle 6 oz. to 16 oz. bottles. It 
is possible to load 6 to 12 ounce bottles with convenient 
12 to 24 bottle pickers thus giving the operator ample 
time for other duties. 





machines ever built with an unscrambler type load, 
thus providing exceptional labor saving advantages. 
The new single end machines are available in 
two models—the 351 Series to wash all bottles with- 
out paper labels from 6 oz. to 32 oz.—and the 251 
Series for bottles without paper labels from 6 oz. 
to 16 oz. Both series are built in various widths and 
capacities from 15 to 100 bottles per minute. 
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Wilbur H. Glenn New V. P. 
at Nehi Corporation 


Wilbur H. Glenn, Columbus, Geor- 
gia, was elected vice president of the 
Nehi Corporation on March 27 at the 
annual meeting of the Nehi Board of 
Directors. 

In 1935, Mr. Glenn was named man- 
ager of the Columbus, Georgia, Nehi 
Bottling Plant. After successfully 
serving for ten years in that position 
he was elected treasurer of Nehi Cor- 


poration, which important position he 
continues to hold. 

Glenn’s services have not been con- 
fined to the interests of his own com- 
pany. He was elected president of the 
Georgia Bottlers Association for 1940 
and then re-elected for 1941. During 
a number of years he served as an ac- 
tive member of the executive board of 
A.B.C.B., and for the past four years 
has held the responsible position of 
chairman of the A.B.C.B. Sugar Com- 
mittee. 


NOW THESE ARE 
RESULTS 
1 CAN SEE! 





Improved eye-appeal—added sales-appeal 
are the results you see in products using... 


Peacock Brand 














THAT MAKE 
MAGLINER HAND TRUCKS 
YOUR BEST BUY! 

a 


YOu DON'T . 

GET DEAD 
Maglin ' WEIGHT! 
world’s light’ Trucks are made of magnes ° 
strength of st structural metal, They pro ee 
ee! at 4 the weight! Your net g i pies, 
é e 


stops m 
‘s+ MOre stock moy 
ed—hbec; 
Magliner weight is working weight! 6very ounce of 


YOU D ’ 

leet T GET WASTED LABOR! 

ieerei des easier to lift and handle . @: . 

time... oy Permit greater Production __ ae 
- +» With far less physical effort ! » +» «IN lass 


HERE’S WHAT YOU DO GET! 


A lighter, stronger truck .. . one that's easier to 
lift and handle! A truck with more “built-in” 
mileage than any other of its kind! If a Mag- 
liner part wears out, you-replace it with an 
inexpensive standard part from factory stock 
... for even more years of service! There's no 
truck scrapping when you own Magliners. 





Remember too, Magliner is the original mag- 
nesium hand truck—America’s only mag- 
nesium hand truck . . . with more than 7 
years of proved, dependable service! From 
the smallest corner grocery to the largest 
corporations—any of thousands of enthu- 
siastic Magliner owners will tell you why 
they prefer America’s fastest selling hand 
truck! Guaranteed for one full year—on 
both material and workmanship! Your 
money back if it isn't the finest truck 
you've ever owned! 





WRITE TODAY 
FOR 


Bulletin HT-101 











“Wherever Hand Trucks Are Used — Magliners Are Preferred” 





















MAGLINE INC. + P. 0. BOX 361 


F. F. Black Named Manager 
of Chemical Sales at Pfizer 


Marshall N. deNoyelles, general 
manager of the chemical sales divi- 
sion of Chas. Pfizer & Co., Inc., has 
announced a number of _ personnel 
changes in line with new allocations 
of responsibility for this group. Frank 


¢ PINCONNING, MICHIGAN 


sales manager, will devote particular 
attention to staff activities of the di- 
vision including supervision of its in- 
dustry managers and direction of sales 
promotion, advertising and planning. 

Ronald Helps, formerly with Chem- 
ical Specialties, Inc., the American 
sales affiliate of Syntex, S. A., will act 


CERTIFIED FOOD COLORS 


Manufactured and Distributed by Wm. J. Stange Co. 
Chicago 12, Illinois Oakland 21, California 
In Canada: Stange-Pemberton Ltd., New Toronto, Ont. 





Black has been named sales man- 


as special assistant to Mr. Black. John 
the division with Paul E. R. Marshall has been named sales ser- 
vice manager with R. W. Burnham as 


Weber as assistant sales manager. 


Mr. Weber, formerly national field his assistant. 
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FASE SALES 


ST COMPLETE 























they GIVE 
PERFORMANCE 


YEAR AFTER YEAR! | 





Here’s DRY refrigeration at its 
best. Here's trouble-free per- 
formance that tells—and sells! 
The BEVCO 5-year warranty 
uarantees superior service. 
ccessories that are sales 
makers — water equipment, 
dividers, casters, stainless in- 
teriors, exteriors available on 
all models. 


RESULTS COUNT! 


The BEVCO Company, Inc. 


3316-28 S BROADWAY ~ ST. LOUIS 18, MO 












WRITE FOR 
CATALOG A.-|! 
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CONVERT YOUR “PICK-UP” 


TO A MODERN SERVICE TRUCK! 
Quickly...and at low cost...you can mount 
these All-Steel, Welded Side Boxes on ANY 
MAKE OR MODEL of pick-up truck. Keep 
tools and equipment dry, safe, organized. 

Write today for Literature and Prices 


tied 


STAH L METAL PRODUCTS, INC. 


3490 W. 140th ST., CLEVELAND 11, OHIO 














Questions considered include canned 
soft drinks, diet beverages, price de- 
velopments. 


Tw Maryland Association’s compact convention, 
held April 3 in Baltimore, covered a lot of ground 
on a number of current trade topics. The business 
sessions were coupled with a reception period and 
a brilliant banquet, all within a single day. 

Optimism ran high at the meeting, as the bottlers 
of the State, who last month instituted a general 
price increase, reported no adverse effects and no 
critical reactions from either consumers or dealers. 
Appearing as speakers on the program were J. W. 
Pipes, Vice President and Sales Manager of the 
Consolidated Cork Corporation, Brooklyn, N. Y.; 
John J. Riley, Secretary of A.B.C.B.; and D. Mit- 
chell Cox, Vice President of Pepsi-Cola Co., New 
York City. 





ELECTED 

. as officers and directors were J. E. Coons; J. J. Regester, 
directors; Geo. R. Griggs, Jr., president; H. R. Phillips, 
president ex-officio; R. W. Davis, lst vice-president and 
W. L. Bartels, treasurer. 


Your beverages sell faster when dispensed from a sparkling clean 
vender, the Champion 150. Easy-to-clean enamel exterior plus a 
stainless steel lid, bottle rack and release. Just a swipe of a cloth 
keeps a Champion gleaming bright, inside and outside. Champion 
150—not the cheapest—but, the BEST for your money. 


More people buy when offered a choice. 


Champion VENDER CO. 


HOPKINS, MINNESOTA 
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He lisse 

€L1107 Features Your 
Profit-Inducing Leaders 

with the Trend to SUGAR-FREE BEVERAGES 


@ Pale Dry Ginger @ Black Cherry 
© Cream ®@ Cola 





®@ Root Beer 
@ Black Raspberry 







Labels and crowns available for sugar-free beverages. 





We also feature the complete Conron line. 
Full line of Soda Water Flavors. Write for Samples & Prices. 









Mr. Pipes’ address, which is printed in full else- 
where in this issue, informed the Maryland bottlers 
that of all current trade questions, canned soft 
drinks and their associated problems appear to be 
uppermost in bottlers’ minds throughout the coun- 
try. He noted that his recitation of the many prob- 
lems connected with the manufacture and distribu- 
tion of canned soft drinks might indicate his per- 
sonal opposition to this type of product, but he 
assured his audience that such is not the case. “I 
merely want to give you,” he said, “my observations, 
my experiences, and my conversations with bottlers 
canning soft drinks, those affected by it, can manu- 
facturers, distributors of this type of product, and 
others interested in this new development.” 

He pointed out that possibly one reason why the 
can is making headway is its relative difference 
with deposit bottles in handling requirements by 
chain stores and super-markets. In his talk, which 
was closely followed by the bottlers, Mr. Pipes delved 
into can manufacturing, including linings; the three 
types of cans currently being used which include 
the flat top, the cone top and a flat top for non- 
carbonated beverages. 

Mr. Riley discussed the state of the industry gen- 
erally, and certain national affairs having a bear- 
ing on our trade, such as the national tax program, 
the Taft-Hartley revisions, sugar, anti-soft drink 
propaganda, particularly by dentists, and other de- 

















Build your future with the KIST FRANCHISE 
or details write 


ft 
CITRUS PRODUCTS CO., 11 E. Hubbard St., Chicago 11 
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Request your FREE 
copy (on your com- 
pany letterhead) of 
“Ads on Wheels’... 


Setting the Standard © 
Since 1880 


dependable CARAMEL coloring 


by SETHNES 


“a little goes a long way” 
Your customers, through experience, have learned that they can depend upon you 
for product excellence. We are proud of the fact that Sethness, too, has earned a 
reputation for unsurpassed quality and dependability. Our pledge to you is to 
continue bringing you the brilliantly clear, free-flowing, acid-proof Caramel 
Coloring that has made the name, Sethness, mean uniform, dependable Caramel. 


Sethnces PRODUCTS COMPANY 33°°,'%,2'vsion Steet, chisege 22, Wt 


PRODUCTS 
COMPANY 














velopments which merited mention. He reported to 
the bottlers that 1953 sales showed an increase of 
approximately 10% over 1952 and that per capita 
consumption for the year is estimated as 180 
bottles. 

Mr. Cox was the luncheon speaker, and for a 
half an hour kept his audience in an uproar with 
his witty observations and comments about people 
and events in the news. The association officers, 
in insisting that he take this course, obtained for 
the convention delegates the full impact of the spe- 
cial brand of humor for which Mr. Cox is noted. 
He’s equally well versed in trade matters, however. 
If you want to know about pellegra in Patagonia 
or how sex stacks up on the West Coast, ask Mitch 
Cox. 

The business sessions were conducted by Presi- 
dent Harry R. Phillips, who received a big round 
of applause when he announced that on April 3, 
the date of the meeting, but in 1893, his company 
started in business in Baltimore and was still under 
the original management. The association business 
was confined to reports of officers and committee 
members. Joseph Lapides, Baltimore Pepsi-Cola bot- 
tler, chairman of the Legislative Committee, told 
the bottlers that a bill to tax non-returnable bottles 
died in committee. He also reported that the bev- 
erage law of the State had been changed to permit, 
under definite regulations, the manufacture and sale 


aati 


MEYERCORD 
|e] joy Ve 


cosT— 


TRUCK SIGNS 
LIFE! 


First on the trucks . . . first for the truckers 
Through rain, sleet, dust... year after year... 
MEYERCORD decal truck signs help boost your 
business and promote good will. MEYERCORD 
decal signs assure absolute uniformity... they 
batter down costs by eliminating costly sign paint- 
ing lay-up time. Investigate the many money saving 


FREE! 







bdo on Wise advantages of MEYERCORD decal truck signs. 
wave oecats 
woes THE MEYERCORD CO. 


Wolds. Largest ‘ LDecabcomanii Manufactii nes 
Dept. T-501, 5323 W. Lake Street, Chicago 44, Ill. 




















SPEAKERS ALL 


. .. are J. W. Pipes, vice-president, Consolidated Cork 
Corp.; J. J. Riley, secretary, A.B.C.B.; and D. Mitchell Cox, 
vice-president, Pepsi Cola Co. 





of dietetic type soft drinks. C. S. Brinsfield, Chief 
of the Maryland State Department of Health, and 
F. A. Korff, Director of the Baltimore City Health 
Department, both reviewed the activities of their 
respective agencies as they relate to the manufac- 
ture and sale of bottled beverages. 

Mal Guthrie, President of the West Virginia As- 
sociation, outlined to the Maryland bottlers the ef- 
fects of the West Virginia special sales tax on soft 
drinks (which had pushed sales down 22% below 
the level of two years ago) and outlined the pro- 
gram which his State association is following to 
obtain repeal of the tax when the next session of 
the legislature meets in January 1955. 








Water Cooling Unit Soaker Loader 


Syrup Cooler 
Salvage Pump 


> 
@ Unscrambling Table @ Conveyor Inspection Light 
@ Carton Packing Machines @ Manual Inspection Light 
@ High Speed Beverage Mixer @ Activated Carbon Purifier 
@ Standard Beverage Vixer @ Sand Filter 
o a 
t e 


Water Conditioning Unit 
Stainless Steel Tanks 


EACH PRODUCT IS BACKED BY 26 YEARS’ 
EXPERIENCE IN SERVING BOTTLERS 





WRITE NOW 
FOR DETAILS 














P & R Bottling Equipment 


Rugged . . . Economical . . . Reasonably Priced 


POTTER & RAYFIELD, Inc. 


P.O. BOX 1042, ATLANTA I, GA. 
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| M. J. Becker, Editor of NATIONAL BOTTLERS’ 
GAZETTE, congratulated the bottlers on their initia- 


PEPSI. ' 
af Phila METROPOLITAN BOTTLING co. | tive in instituting a price rise and assured them 
* : that the results would be favorable and beneficial. 
USE 4 MEYER DUMORE BOTTLING UNITS Also present and taking a bow was William Leavitt, 
: 5 President of the Massachusetts Bottlers of Carbon- 


4 Pes hisi. ee \ | ated Beverages. 
eS ee. os In the elections, George R. Griggs, Jr., Coca-Cola 
At the Memphis Street and the 4G” Ste lant ) Bottling Co. of Baltimore, was elected president. 


Pepsi-Cola Metropolitan Bottlig . Also elected were President Ex-Officia, Harry R. 
saves time and money - «ff Phillips, Phillips Bros. Corp., Baltimore; Treasurer, 


W. L. Bartels, Popular Club Beverage Co., Balti- 


DUMORE Bottling U i ae ek 3 more; Ist Vice President, Roger W. Davis, 7-Up 
Fach ; : nr or eas Bottling Co., Baltimore; 2nd Vice President, M. H. 
ac Unk CON ape att: idea ial Zimmerman, Catonsville Bottling Co., Baltimore; 


a 


3rd Vice President, W. S. Stokes, Coca-Cola Bot- 
tling Co., Silver Spring; Secretary, Edward W. Pi- 
per, Baltimore. 


Cleaner—for g 


Directors selected included J. E. Coons, W. C. 
Franklin, Abe Lapides, W. E. Morgan, W. H. Raw- 
ley; J. C. Sale, Sr.; C C. Stewart, J. W. Basil, 
Joseph Lapides, Pannill Martin, John J. Regester, 
J. J. Reinhard, L. C. Sanders, and W. B. Scrimger. 


Cro-Mix Filling Syste 
erage Bottling Pla 
Pepsi-Cola. 


Nesbitt's Per Capita Sales Contest 
Winners Given Awards 

Nesbitt’s plants in Detroit, Michigan; Denver, 
Colorado; Victoria, Texas; Minot, North Dakota; 
Anchorage, Alaska; and Fairbanks, Alaska; all took 
first place in Nesbitt’s 1953 Per Capita Sales Con- 
test. 

In announcing the first place winners John T. 
Hunsaker, vice president of Nesbitt’s, stated that 
large gold-finished engraved loving cups will be 
awarded to each of the six plants taking top honors ; 
in their respective population divisions, the largest 


division having 750,000 and over, and the smallest 
havng 5,000 to 30,000 population. 


56-10 MEYER DUMORE Syn-Cro-Mix Filler at the Pepsi-Cola Bottling 
Co., of Philadelphia, Pa. 


528-A MEYER DUMORE Bottle Cleaner 
at the Pepsi-Cola Metropolitan Bottling 
Co. of Philadelphio, Pa. 


MEYER DUMORE Automatic Case Un- 
loader at the Pepsi-Cola Metropolitan 
Bottling Co., of Philadelphia, Pa. 





WINNERS IN NESBITT’S QUALITY CONTEST 


Nesbitt’s vice president John T. Hunsaker (right) is shown 
presenting a gold wrist watch to Bob Pales, production 


GEO. J. MEYER MANUFACTURING CO. 
head of Nesbitt’s Bottling Co. of Los Angeles, while Paul 


CUDAHY, WISCONSIN E , : ; io E. Conley, manager of the plant looks on. 
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For Complete 


Use the 


y United Beverage Bureau 


Only the Bureau gives you these fine credit services: 


UNITED BEVERAGE BUREAU BOOK-—a complete 
and accurate listing of all the nation’s bottlers and 
brewers. 


COMPREHENSIVE REPORTS—complete mercantile 
report including past and current paying record. 


TRADE CLEARANCE REPORTS — current ledger 
experiences only—furnished at nominal cost. 


WEEKLY POOL OF ADVERSE CREDIT EXPERI- 
ENCES — published Wednesday — reports 
N.S.F. checks, past due accounts, etc. etc. 


every 


FURNISHING A NATIONAL CREDIT AND COLLEC- 
TION SERVICE FORTHE BEVERAGE INDUSTRY 


Affiliate of United Mercantile Agencies 
UNITED BUILDING .. « « LOUISVILLE 2, KENTUCKY 


MEMBERSHIP 
EMBLEM 





Vl help you with | 
iyour Bottle Washing | 
| 

Problems | 


It can pay you to call in the DIAMOND 
Technical Serviceman. Often he can 
recommend more economical methods, 
newer cleaners that can save you 
money. This service is free. Call your 
nearby DIAMOND sales office. 


Lan. 
DIAMOND 


<> 


CHEMICALS 


DIAMOND 
TECHNICAL 
SERVICE 


DIAMOND CLEANERS 


DIAMOND ALKALI CO. 
Cleveland 14, Ohio 








Oo The Only Real Chocolate Carbonated Drink © 


O 


May, 


@ Finest Quality © Good Profit Maker ®@ > Oo, 
No Special Bottling Equipment Needed @ 06 
Public Available O 


for complete information write direct to: 
CHOK-A-FIZZ 
PRODUCTS CO. 


4508 S. ASHLAND AVE. 
CHICAGO 9, ILLINOIS 


Accepted @ Franchises 
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K. D. Myers New Director of 
Sales Promotion 


The Robert Gair Co., Inc., Chicago, IIl., has an- 
nounced the appointment of Kenneth D. Myers as 
director of sales promotion of the American Coating 
Mills Division. 

Myers joined American Coating Mills in Sep- 
tember, 1950 as Salary Job Analyst and was trans- 
ferred to the Sales Department in May, 1951. He 
was appointed Advertising Manager of the Divi- 
sion in January, 1953, and will continue to direct 
the advertising along with sales promotion. 


Flavorex Co. Adds to Research Staff 


Harry Sachs, of the 
Inc., manufacturers of ex- 


president Flavorex Com- 


pany, Baltimore, Md., 


PAUL PERRY 
tracts, essential oils and concentrates, has announced 
the appointment of Paul Perry to the technical and 
research staff of the company. 





BIRELEY’'S NEW SOUTHERN DISTRICT MANAGER 


T. C. BATEMAN 


The Bireley’s Division, General Foods Corp., recently an- 
nounced the appointment of T. C. Bateman as Southern 
District Manager, with headquarters in Athens, Georgia. 
Mr. Bateman comes to Bireley’s with more than 20 years’ 
experience in the bottling industry. 














Goode 


FRONTIER RACKS 

INVITE THE CUSTOMER 
TO BUY... SPUR THE 
IMPULSE SALES THAT 
KEEP CASH REGISTERS 
BUSY. DON’T DELAY... 
ORDER TODAY! 


WRITE FOR NEW CATALOG 


FRONTIER MANUFACTURING CO. BOX 


DALLAS TEXAS 


7346 








he ow 
rpragne 
GINGER ALE 


Pan \| 
FoprvERY FLA 
BeeNT Coe 


bd ARTISTICALLY COLORFUL 
a PRICED LOWER THAN YOU THINK 


7 HAS MAGIC EYE APPEAL - THAT ADDS TREMENDOUSLY 
TO THE IMPULSE-BUY-APPEAL 


‘m PACKED WITH SALESMANSHIP 


OUR SERVICE EMBRACES EVERY STEP IN THE DEVELOPMENT AND PRINTING 
OF YOUR LABELS, DECALS & POINT OF SALE DISPLAYS INCLUDING THE 
ORIGINAL DESIGN -FINISHED ART WORK & DELIVERY OF PRINTED MATERIAL. . 


SPIELMAN COMPANY INC. 


161 LEVERINGTON AVE., PHILADELPHIA 27, PA. 
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Of all the qualities you want in crowns, none 
is as important as dependable sealing. To 
make sure that CCS Crowns are always un- 
matched for their sealing efficiency, we con- 
stantly test them under conditions far more 
severe than they ever face in normal use. 
Here is one of the ways we test them. 








UNDER WATER PROVING GROUND 
Bottles with special intake holes are filled with 
| liquid, crowned and completely submerged in 
water. Gas is then injected and pressure built 
up inside the bottle to a point far greater than 
| that created by any beverage. To meet our stand- 
ards of sealing efficiency, CCS Crowns must hold 
these pressures for a long period of time. Crown 


—— 


Cork & Seal Company, Inc., Baltimore 3, Md. 









MORE OF THEM ARE USED 






THAN ANY OTHER KIND 
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DAD'S NAMES ASSIST- | 
ant SALES MANAGER 


Jules Nowell has been 
named assistant nation- 
al sales manager, Foun- 
tain Flavor Division, 
Dad’s Root Beer Co., 
Chicago. Mr. Nowell’s 
abilities will be directed 
toward improving and 
extending the national 
sale of Dad’s and Fru- 
taste fountain syrups 
and concentrates as well 
as Dad's beverage dis- 
pensing equipment. 








JULES NOWELL 








'J.O. Pedersen Joins Robert Gair Co. 


Jack Hendricks, general sales manager of the 
| folding carton division, Robert Gair Company, Inc., 
{| New York, manufacturers of folding cartons and 
| | shipping containers, has announced the appointment | 
of Jorgen O. Pedersen as sales manager for soft 
drink carriers, working out of both the New York 
and Chicago offices. 
| | Mr. Pedersen for years sold packaging supplies | 
| to the soft drink industry and also served as sales 
| 
| 
| 
| 





manager for the Pepsi-Cola Bottling Co. of New 
Rochelle, N. Y. 


| 
Sicard and Phillips Join Twitchell | 


S. Twitchell Company, Camden, N. J., suppliers | 


to the bottling industry, has announced the appoint- | 
ment of Lawrence M. Sicard and DeWitt W. Phil- 

| lips as sales representatives. | 
| Mr. Sicard, a native of New Orleans, is the com- | 
| pany’s Southern representative. He brings to his | 


| | new position a dozen years of experience in the soft | 
| | drink field. | 
Mr. Phillips, who services bottlers in Metropoli- 
tan Philadelphia, New Jersey and Maryland, has a} 
broad knowledge of flavors and flavor room tech- | 
| 
| 
| 
| 


niques and many years over-all experience in the | 
| 


soft drink industry. An Ohioan by birth, he now | 


makes his home in Philadelphia. 


Thatcher Glass Names John B. Miller 
Manager of L. A. Branch Office 
| The Thatcher Glass Mfg. Co., Inc., Elimira, N. Y., 
| has announced the appointment of John B. Miller as | 
| manager of its newly established branch office in Los | 
| Angeles, Calif. Mr. Miller has been with Thatcher | 
since 1944 when he became sales manager of its | 


| 
| 
| 
} 


| beverage container division. 

Recent construction of a container plant at Sau- 
|gus, Calif. has paved the way for full-scale West 
Coast operations, and the Los Angeles branch has | 
| been established at 1350 North Highland Ave. 








For a Better 
Buy 


Gaco Tufbilt 


Beverage Cases 


ONLY WOOD CAN TAKE IT... the abuse your cases 
must withstand in normal usage, that is. WOOD assures 
your cases of permanent rigidity, eliminates jamming 
of casing equipment, provides positive, permanent 
identification. Hundreds of bottlers know Gaco Tufbilt 
Cases are the class of the WOODEN CASES. This is 
because they..... 


Specify 


LOOK BETTER 
LAST LONGER 


Standard 
replacement parts. 


bag 


F< GIDEON - ANDERSON 


GIDEON MISSOURI 
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Check Squirt Sales 
and 


YOU'LL as 
SWITCH TO SQUIRT apkeme 


ny 72 


COPYRIGHT 1953. THE SQUIZT COMPANY 


Write For Franchise Details Today 


THE SQUIRT COMPANY 0272. sic"énitmi 
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OF BOTTLING SYRUP 


Bottle it—taste it—test it and you will discover why MarBert 
is a great Cola. Send dollar to: MarBert Products, Inc., 
19 E. Lombard St., Baltimore 2, Md. 


(Offer is good in U. S. and Canada only.) Syrup ig-available for testing 


only, MarBert is regularly sold as concentrate 


_You Can’t Buy a Befter Concentrate Than 


WCLD meen: 
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R. K. DOYLE JOINS 
ATLANTA PAPER IN 
NEW YORK 


Atlanta Paper Co., Bottle 
Master Div., has announced 
the appointment of Robert 
K. Doyle as salesman in the 
New York office. Doyle 
comes to Atlanta Paper Co. 
after 3 years service with 
Proctor & Gamble, and 
Gamble, and lately from 
Scovill Mfg. Co. 








Pepsi-Cola Appoints Domestic 


Sales Vice President 
Richard H. Burgess has been appointed vice presi- 


dent in charge of domestic sales of Pepsi-Cola Com- 
pany, it was announced by Herbert L. Barnet, ex- 
ecutive vice president. In his new post, Mr. Burgess 
will direct all domestic sales for the company. 





RICHARD H. BURGESS 


Mr. Burgess was vice president in charge of bottle 


sales from March 1950. 


New Orange Crush 


Territorial Managers 


National Sales Manager Johnny White has made 


known the appointments of Darrell Saunders as 


Orange-Crush territorial manager to cover Virginia, 


West Virginia and Western Pennsylvania and W. W 


Conover as territorial manager to cover Florida and 


South Georgia. 





W. W. CONOVER 





DARRELL SAUNDERS 
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when speed really counts... 
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LONGER, FASTER RUNS 











The superior performance of CCS Crowns is something you can easily prove to 
yourself. Fill up your hopper with CCS Crowns. Run them exclusively for several 
weeks. When you tally up your production figures, you'll 
find that you had fewer stops .. . been getting more cases per 
day ... and at lower cost per case. 


For smooth, fast feeding and profitable production use CCS 


Crowns... the crowns that rank first in test after test for 





sealing efficiency and all-around performance. It’s significant 


that year after year, more CCS Crowns are used than any other kind. 








Crown Cork & Seal Company, Inc., 
A New Sewéee 


Ask your Crown Representative 





AF AAAA AAAS 
ae = ee ie Originators and World's Largest 
Makers of Crown Corks. 
about the advantages of 
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Plants at: BALTIMORE « ST. LOUIS « DETROIT «+ SAN FRANCISCO « LOS ANGELES «+ BIRMINGHAM (Leeds, Ala.) - now under construction 
Branch Warehouses Throughout the Nation 
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for ALL 


PLANTS: LONG ISLAND CITY LOUISVILLE, KY. 
WEST COAST: H. R. LAIST COMPANY 


RIALTO BLDG., SAN FRANCISCO, CALIF. 














BROCHURES AND CATALOGUES | 





Cleaning Supplies Grouped in 
One Catalog 

A new 40-page Cleaning Supplies bulletin just 
released by Cherry-Burrell Corp. will be of interest 
to any food plant that wishes to cut down on clean- 
ing time by having the proper supplies for each 
cleaning job. Insecticide sprayers, washing powders, 
brushes, sponges, waste receptacles, paint, and many 
other small maintenance items needed by industrial 
plants are all illustrated and described in this one 
catalog. 

A copy of Bulletin F-5315 can be obtained by 
writing to Cherry-Burrell Corporation, 427 W. Ran- 
dolph Street, Chicago 6. 


New Flavor Price List Available 


Recently issued, V. & E. Kohnstamm’s new flavor 
price list contains 115 distinct bottler flavor types, 
one of the most complete and varied lines offered 
by any flavor manufacturer. 

Arranged in clear, concise form with a compre- 
hensive index, this attractive price list makes it 





GUARANTEED UNIFORMITY 
EASY TO MIX 


MAXIMUM COLORING STRENGTH 





D. D. WILLIAMSON & CO., Inc. 


5-39 FORTY-SIXTH AVENUE, LONG ISLAND CITY’ 1, N.Y 
1901 PAYNE STREET, LOUISVILLE, KY 


















Veko’s new price list. 











MrrOeeY 


WEE 


PARTIAL LIST OF DISTRIBUTORS: 


Rochester, N. Y. 
Pittsburgh, Pa. 
Philadelphia, Pa. 
Buffalo, N. Y. 
Alameda, Cal. 
Baltimore, Md. 


Cramer-Force Company 
Standard Box Company 
Treen Box Company 
Union Paper & Twine Co. 
Edgewater Sales Org. 
Acme Box Co. 
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-»»» PARTITIONS 
THAT ACTUALLY 


REDUCE BOTTLE BREAKAGE! 


/ The rugged construction of FIBERLOX Partitions 
assures a minimum of bottle breakage, longer wear 
and greater economy. Built by the originators of 
Fibre partitions, they are immediately available 
in either stock sizes or to your specifications. 


Write today for complete information. 











PAPERBOARD PRODUCTS, Inc. | 


PORTLAND 2, MAINE 











STARR, 


TRADE MARK REG. 
STATIONARY 

BOTTLE 
OPENERS 


Eliminate loss of 
bottles and contents. 
Prevent danger to 
the public. 

Have long life. 


SECTION 
REMOVED 
SHOWING 
S108 VEwW 














_MOw IT WORKS NEWPORT NEWS, VA. 





easy for the bottler to locate any item. Full infor- 
mation as to type and price is given with each 
listing. 

Copies of the price list may be obtained from 
V. & E. Kohnstamm, Inc., 329 Canal Street, New 
York 13, N. Y. 


New Stainless Steel Tubing 
Booklet Available 
A new booklet “Stainless or High Alloy Tubing” 
has been issued by the Trent Tube Company, East 
Troy, Wisconsin, and is available to members of the 
industry upon application on company letterheads. 
The booklet contains data on pressure, sanitary, 
mechanical, heat-resistant and other forms of stain- 
less and high-alloy welding tubing. There are engi- 
neering data on joining methods, welding tech- 
niques, bending and hints. Also 
cluded are complete table of bursting pressures, 


installation in- 
physical and chemical properties of stainless steels. 
A wealth of pertinent, factual information is con- 
tained in the booklet for and 
temperature applications. 


process, corrosion 


Handling Materials House 
Organ Available 


Many newsworthy features which will be of in- 
terest to everyone connected in any way with mate- 


VANILLIN 


ZIMCO°LIGNIN VANILLIN  U. S. P. 
A Natural Source Vanillin Originated 
and Manufactured in the United Slates. 


A Finer Vanillin of Exquisite Aroma. 














Consult your flavor supplier 

















Brown Manufacturing Co., Inc 


The World's 
Best 
Opener 














Stuur Chemical. 


SUBSIDIARY OF STERLING DRUG INC. 


1450 BROADWAY, NEW YORK 18, N. Y. 
2020 Greenwood Ave., Evanston, Ill. 
FACTORY: ROTHSCHILD, WISCONSIN 








National Bottlers’ Gazette 











Get in the Spirit! 


BOTTLE ''76"" — AMERICA’S QUALITY 
LEMON-LIME FAVORITE. WRITE 
FOR COMPLETE DETAILS 


AMERICAN ''76"' COMPANY, 








Many profitable ideas are contained in the “Handling 
Materials Illustrated” house organ developed and printed 
by the Towmotor Corporation. 


rials handling, is contained in the recent issue 
of Handling Materials Illustrated, the Quarterly 





flock embossed 


T-SHIRTS 
CHANGE APRONS 
- sweat shirts - jackets 
TO. ADVERTISE 
AND PROMOTE 
YOUR BEVERAGE 


WE CAN REPRODUCE 
ANY TRADE.MARK 


catalog tog 


s+. — ——— 


STYLECRAFT MANUFACTURING CO. 


as Sycamore St.. Cincinnati 2. Ohic 


May, 1954 





Bottle Washing Problems.... 


are guaranteed to do the job you need . . 
customer! 





Toledo 5, Ohio a - ties. 


CUSTOM * BUILT » » « tosolve YOUR 


Bottle washing problems differ. That's why NIAGARAS are ‘'custom-made"’. 
Our 25 years of specialized experience enables us to build washers that 
. Ask any satisfied Niagara 


NIAGARAS are expertly designed and engineered with these important 
features: Can handle any size from 4 oz. to 5 gallon; No jets to clog; 
solution renovator filters water every few minutes and discharges con- 
tamination; Two compartment; makes its own rinse pressure; saves water. 
Completely welded, no castings, no breakage. 


NIAGARA BOTTLE WASHER MFG. CO. 


' | 225 First Street 


| This is our ''Junior’* model. 
NIAGARAS are available 
in many sizes and capaci- 





house organ of Towmotor Corporation, which has 
just been released for distribution. 

Based on excerpts from Certified Job Studies, 
this issue presents documentary photo-stories con- 
cerning the handling problems experienced by many 
prominent concerns in this country. Each article 
shows how the problem was solved by modern mate- 
rials handling techniques, and details the consider- 
able savings in time, labor and money which re- 
sulted. Although dealing with specific industries, 
the information furnished is broadly applicable to 
all industry. 

Readers of National Bottlers’ Gazette may obtain 
copies of the house organ by writing direct to Tow- 
motor Corporation, 122 East 152 Street, Cleveland 
10, Ohio. 


Non-Technical Guide Explains Savings 
Through Materials Handling 


How properly planned materials handling can re- 
duce production costs is explained in a new, non- 
technical guide published by the Automatic Trans- 
portation Company, Chicago manufacturer of elec- 
tric driven industrial trucks. 

Entitled “The Materials Handling Cost Cutter,” 
the guide is intended to help the general business- 
man analyze his own materials handling problems. 


Clear, concise explanations of the “whys” and 
“hows” of effectively applying mechanized mate- 
rials handling procedures to manufacturing, pro- 
cessing, and warehousing operations are given. 

Sections on the advantageous use of manpower, 
methods simplification, and the meaning and use of 
flow charts symbols are included. A complete sample 
flow chart graphically presents all elements in mate- 
rials flow and handling. More than 90 action photo- 
graphs are used in the guide to illustrate all case 
histories, by showing in-plant working conditions 
described in the text. 

Free copies of “The Materials Handling Cost Cut- 
ter” may be obtained by writing the Automatic 
Transportation Company, 149 W. 87th Street, Chi- 
cago 20, Ill. 


Yale Issues Worksaver Bulletin 


How to get the most out of walkie-type electric 
industrial truck is presented in a revised Bulletin 
P-1033, available from the Yale Materials Handling 
Division, The Yale & Towne Mfg. Co., Philadelphia 
15. 

With an interesting cartoon technique to illus- 
trate the points, the 16-page booklet serves as a 
guide for the efficient operation and trouble-free 
maintenance of the Yale Worksaver Electric Trucks. 





~ GREEN RIVER 
is 
ROLLING! 


POTS cay, 
C Panve ADRINK~-HAVE 4 


IT'S A FRANCHISE 
WORTH HAVING. 
LEARN ABOUT IT! 


Write 


GREEN RIVER CORPORATION 


1926 W. 18th Street Chicago, Ill. 








For over 30 years...FAMOUS FOR 


GINGER ALE 


MONTE CRISTO - --- THESCO 


—two favorites with bottlers who want the best! 
A Full Line Of Distinctive Quality Flevors 


THEALL & PILE, INC, 227 yPear Stes 


New York City 38, N.Y. 
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°B, BERGHAUSEN CHE 


‘4538 W. MITCHELL AVENUE 





SPECIAL — 
ANNOUNCEMENTS 








WILL SELL YOUR BEVERAGES! 


SHARP & co. Inc., 320) OAK GROVE - DALLAS 4, TEXAS 





FOR SALE 


Accumulating tables with 36" stainless steel 
disc and variable speed drive (new). Rebuilt 
equipment: labelers, fillers, mixers, water 
and syrup filters, carbonators, washers. 

We rebuild Bottling Equipment. 


MICELI EQUIPMENT CORP. 
2038 Bergen St. Brooklyn 33, N. Y. 





WE BUY—SELL & EXCHANGE 
BOTTLES ... CASES 


Any type... . large & small Quantities. “An 
exchange can be arranged"—contact 
S. M. AIDMAN, Sales Mgr. 


STATE BOTTLE COMPANY 


2722 E. 51st St. Cleveland 4, Ohio 
HEnderson 1-7177 

















CINCINNATI 





CLASSIFIED 


ADVERTISING 











FOR SALE 


Business Opportunities, Bottling Establishments 


FOR SALE.-—-Complete bottling plant; one of 
the oldest and largest plants in Md.; 50-spout 
Liquid filler, 14-wide Liquid soaker handling full 
qts. and splits, cap. 2,000 cases per day; operating 
13 trucks; equip. in A-1 condition and operating 
every day; selling due to other interests.—V.U 
BOX No. 905.—4.-2. 


FOR SALE.—Profitable well established bot- 
tling business all ready; south central N. Y. state; 
known for 27 years as bottlers of finest quality 
beverages; full line of flavors; inventory of 7 and 

bottles, color applied; equipment, Burns 
model C Auto; Cem carbonator; D & L 75 cap. 
auto. washer; stainless steel tanks; Jacob House 
filter; two water filters; two trucks, 15 hp. heater; 
the shop is 40 x 50, storage 18 x 20, and up; 
syrup room and storage 20 x 30; fine opportunity 
to expand this business; anyone interested is in- 
vited to come and see the place; due to our age 
we would like to retire; price $20,000, real estate 


oe OZ. 








optional; it is a franchise plant; U. B. ORANGE 
KIST BOTTLING CO., 23 Merrill St., Bingham 
ton, N. Y.—4.-3 

FOR SALE 
Machinery, Apparatus, Materials, Bottles, Boxes 


FOR SALE.—We have for sale 1 Heil 12 wide 
4 compartment split soaker; single end; accumu- 
lative load model KHS, 12 serial 2666-A-72227 ; 
purchased 1948; perfect condition; no reasonable 
offer refused; if interested, kindly contact writer; 
MR. SOL GREEN, SEVEN-UP BOTG. CO., 
18-21 Boston St., Newark, N. J 5.-1. 


GAL. 


32, OHIO 











| 
90" 
ANNIVERSARY 


CLASSIFIED 





ADVERTISING 


FOR SALE.—Model 4010 Geo. J. Meyer crown 
top filler, excellent condition, purchased 1947; 
pints and quarts; Model 5160T Geo. J. Meyer 
bottle cleaner, 16 bottles wide; pints and quarts; 
excellent condition; purchased 1947; Ermold model 
All2 automatic unpacker complete with load-o- 
matic feeder, adaptable to model 5160T Geo. J. 
Meyer soaker; excellent condition, purchased 1950; 
2 Monel 62 Ermold 6 wide automatic labelers ; 
BOX No. W.A, 911.—5.-1. 

FOR SALE.—17 bottling line, 20 spout Cem, 
8 wide D and L washer, 500 Cem saturator and 
Temprite water cooler; COHASSET BEVERAGE 
CO., Youngstown, Ohio.—5.-1. 


FOR SALE.—1 4,200 gallon steel tank for sugar 
storage, good condition $300.00; 1 Burns filler, 1 
45 c.p.h. Hydo, 1 automatic Shields filler, 1 Liq 
uid carbonator, all for $750.00; FREEMAN’S 
BEVERAGES, INC.. 610-620 Oriskany 
West, Utica, N. Y.—3d.-1. 


street 


FOR SALE.—Dixie model C fully automatic, 
excellent condition, $500.00 f.o.b. Linden; 7,500 gr. 
crowns, privately decorated, 8c per gr. t.o.b. Lin 
den; LINDEN BOTTLING CO., BOX 48, 
Linden, N. J.—5.-1. 


FOR SALE.—Dixie model F one-man hookup, 
like new; Dixie model C automatic; bargain 
prices; installed larger machinery; also wanted 
to buy 10 horsepower water cooling unit, phone 
2-1764; READING BOTTLING WORKS, Read- 
ing, Pa.—d.-2. 

FOR SALE.—1 40 spout Liquid filler with 20 
spout syruper and one Jumbo model E crowner; 
will take $1,250.00 for the two machines; will also 
include lots of new parts; the price ts f.0.b.; 
COCA-COLA BOTTLING CO., Jasper, Ind 
5.-1 











CAN YOU AFFORD 
NOT TO HAVE A B-1 FRANCHISE 


@ What Are Lemon-Lime Sales in Your Territory Today ? ? ? 
@ What Do You Think of the Potential Two, Three, Five Years From Now ? 
@ Where Will This Increased Business Come From? From 7 oz., 10 oz., or 28 oz.?? 
@ What Franchise Would Best Equip You to Get A Substantial Share of This Business??? 

YOUR TERRITORY MAY BE OPEN. FOR DETAILS WRITE, WIRE, PHONE > 


B-1 BEVERAGE CO., 2301 Hampton Ave., St. Louis, Mo. — Phone: Mission 1860 | 


7? 
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a= = SAVE 50 


on your equipment purchases 


Late model fully reconditioned 
_ USED EQUIPMENT 
that's as-good as new! 


WRITE, WIRE OR PHONE TODAY! 


BUCKNER EQUIPMENT CO. 


Liquid Handling Materials and Equipment 
3024 South Wabash Ave Chicago 16, Ill 
hone D&nube 6-1344 


ANNOUNCEMENTS 








FOR SALE 


OSLUND automatic Duplex Rotary labeler, 
unused since it was rebuilt in 1948. Feeds 
right to left. Now set up for body label on 
12 oz. bottles. 


ERMOLD 6-wide Automatic Labelers (3), set 
up for 12 oz. beer bottles. Priced for imme- 
diate sale. 


LIQUID Quart Washer, 16-wide, double end. 


PERRY EQUIPMENT CORP. 
1419 N. 6th Street Phila. 22, Pa. 











WE WANT TO BUY 


Surplus Bottles, Boxes, Partitions. 


WE HAVE SURPLUS FOR SALE 


Contact us for Samples & Prices. 


PENN BOTTLE & SUPPLY CO. 


5619 Cherry Street Phila. 39, Pa. 





|=" THOMSEN 






NICKEL 
ALLOY 
| SANITARY VALVES LINE 
| AND BRINE FILTERS 


Po 








TUBING 






L.-C. THOMSEN & SONS, INC., KENOSHA, WIS. 


Sanitary Equipment for the Procéssing Industries 


National Bottlers’ Gazette 

















Chas. S. IMCOBOWITI Corp 


3071 MAIN ST - BUFFALO Y - AMHER 


THE LARGEST DEALER 
handling used 
BEVERAGE EQUIPMENT 


For more than 40 years we have 
been of service to Lifetime cus- 
tomers in this country and abroad. 
If you have any surplus equipment 
for sale—if you have any require- 
ments for bottle washers, fillers, 
crowners, labelers, mixers, syrup- 
room equipment, conveyors, etc., 
please let us be of assistance to you 
also. We are always interested in 
“horse trading.” 





You will be pleased with the intel- 
ligent and prompt manner with 
which we will handle your valued 
inquiry. Listed herewith is a partial 
inventory of some of the items of 
equipment that we have in our own 
stock for immediate delivery: 


38—Dixie Model F automatic fillers. 
Burns automatic Model G Filler. 
Reconditioned Liquid 250 RD 
stainless carbonator. 


2—Ermold 8-wide automatic 
labelers for quarts. 





2—Meyer-Dumore 20-wide, 5-com- 
partment washers, located west 
coast. 

D& L 


Cem 40-spout filler-syruper- 
crowner; rebuilt. 


75-case per hr. washer. 


Cem 16-head mixer; rebuilt. 


Meyer-Dumore 12-wide, 5-compart- 
ment, double-end quart washer. 


Infileo water filtration system, con- 
sisting of 1 tank, 66” dia. x 6’. 


2 tanks, 54” dia. x 5’6”; total cap. 
10,000 gal. at 3000 gal. per 
ft. or 700 gal. per hr., at 2 
per sq. ft.; complete 
piping controls, etc., 
used in small brewery 


sq. 
gal. 
with all 
as last 
in Ohio. 
Mojonnier Carbo Cooler located 
Brooklyn warehouse. 
Liquid and Jumbo E rotary 
crowners. 


New stainless steel tanks in stock. 


Remember, this is a partial listing 
only. All offers subject to prior sale. 








Seruing American Industry far over GO Years 


May, 1954 


8000 ctns. 24/7 ox. new fit., stippled, one-way. 


1301 Grand St. 


CLASSIFIED 


ADVERTISING 





FOR SALE.—One Star Liquid DeLuxe 250 
ee carbonator almost new.—JACOB ADAMO, 
fc , 81-88 Prospect St., Stapleton, N. Y.—10.-2. 





FOR SALE.—One 24 in. Hydrodarco purifier; 
Liquid 12 spout filler; Liquid Universal 4 wide 
washer; 250 gal. per hour Liquid refrigerator unit 
on base with 5 hp motor; one gal. Liquid 
carbonator ; one new Mojonnier Carbo cooler; type 
6, 110 gph, used 3 months; 3 stainless steel tanks, 
30 gals., no agitators; SEVEN UP BOTTLING 
CO., 1120 Montrose Ave., St. Louis 4, Mo.—3.-3. 





FOR SALE.—Ultra-violet ray water treatment 
units; carbonator; large quantity gravity and 
roller conveyor; BOX No. V. N. 898 


—“).* 





FOR SALE. — Complete line of replacement 
parts for Shields filli machines; also rebuilt one 
and two head hand machines and one head 
automatics; M. E. WATKINS, 1210 Prospect 
St., Castle Shannon, Pittsburgh 34, Penn.—1.-6. 





FOR SALE.—12 spout Red Diamond; 5 h.p. 
baw compressor; 250 gal. Liquid carbonator; 15 
F! over- ae stainless steel syrup tank; 16 in. 
nfilco purifier; priced right; CA NADA DRY 
BOTG. CO., Charlotte, N. -2. 





FOR SALE.—1 4 compartment 12-wide Meyer 
washer in good operating condition; 1 40 spout 
Liquid filler; both of these units ran steadily, until 
December ist at which time they were taken out 





for a larger equipment installation; GOLDEN 
AGE BEVERAGE CO., 600 E. Exchange at, 
Akron, Ohio.—1.-tf. 

FOR SALE.—Model G Burns filler with one- 


man return feed and 36 in., revolving accumulating 
table for balance due; less than a year old; just 
pay past due inst: tallments and others as due; BOX 
No. W.B. 912.—5.-1. 


FOR SALE.—Complete 
system with capacity of 14,580 gallons of 30 
grains per gallon hardness before regeneration ; 
used only one year and is like new; for complete 
details write; RADIO STATION WRFD, Worth 
ington, Ohio.—5.-1. 


Infilco water softener 











MAY SPECIALS!!! 


5000 cs. 24/7 oz. 
500 gr. fit. 7 oz. sodas, itd. "Kramer", 8 
5000 cs. 30/7 oz. ACL "Mr. Grape”. 
350 gr. 7 oz. ACL "Red Rock". 

125 gr. 7 oz. "Dr. Pepper”. 


“Nutri-Cola", 72" ht. 


| 500 gr. 8 oz. fit. & e. g. plain, beer shape. 


1200 cs. 8 oz. fit. sodas, Itd. 87s" ht. 
20,000 ctns. 24/8 oz. e. g. sodas, 7'/2 ht. 
700 gr. amber 9 oz. ltd. "Red Top", 91/2" ht. 


| 400 gr. fit. 10 oz. ACL "Richardson" Root Beer. 
| 400 gr. fit. 10 oz. ACL "Silver Seal". 


200 gr. fit. 10 oz. ACL “Hollywood”. 

300 cs. 24/10 oz. ACL "Mission". 

75 gr. 10 oz. ACL "Mason" Root Beer. 

35,000 ctns. 24/12 oz. new fit. one-way bottles. 
100 gr. 28 oz. ACL sodas, 11'/2" ht. 

5000 full-depth cs. 28 oz. sodas, 117/4"' ht. 

150 gr. 32 oz. ACL sodas. 


1. BASKOWITZ BOTTLE CO., INC. 
Brooklyn 11, N. Y. 


7%" ht. 


CLASSIFIED 
ADVERTISING 






FOR SALE.— 


split pocket, 
Seven-Up 


-8 wide Meyer washer, 
serial BC 1075, year 1988, located at 
bottling company of Youngstown, Ohio; address 
inquiries to BEVERAGE MANAGEMENT, INC., 
960 East Fifth Ave., Columbus, Ohio.—5.-1. 


FOR SALE.—1 set DeLuxe stainless 
quart stars for Cem 28 filler and Cem 

$350.00 ; 1 set DeLuxe stainless steel stars, 
diameter for Cem 28 filler and Cem mixer, 

SQUIRT-NESBITT BOTTLING CO., 382 
Burleigh St., 5 


steel 
mixer, 
3% in, 
$350.00 ; 
32 W. 


Milwaukee, Wisc.—5.-1. . 


FOR SALE.- 
12 wide, half pint to quart washer ; 
ment, 12 wide, half pint Liquid washer; 18 wide 
Ermold labeler; 1 10 wide Ermold labeler ; 2 

iio 40 spout fillers ; 2 Tumbo model E crowners ; 

uhns type bodies; GOL DEN AGE BEVER- 
AG E CORP., | Sens 2, Ohio.—5.-2. 


1 Meyer Dumore, 4 compartment, 
1 4 compart 


FOR SALE. — One World automatic labeling 
machine for $900.00, pints and quarts, body and 
neck; left hand feed; can be seen in operation for 
next 30 days; excellent condition; WM. AL 
QUINN, P.O. Box 104, Scranton, Pa.- 5.-1, 

FOR SALE. In Pennsylvania; Sturdybilt 
washer, 6 oz. to quarts ; priced low for quick 
sale; BOX V.Y. 909.—5.-1 

FOR SALE.—Cup machines; 4 Westinghouse 


1,200 drink 2 fiavor ma 
chine; 3 1,000 drink, 2 500 drink, 1 400 drink; de 
tails upon request—ROCKFORD COCA-COLA 
BOTTLING CO., Rockford, Il.—5.-2. 


and 3 Lyons includes 1 


FOR SALE.—Used equipment; Dexie Model C 





automatic fillers, in excellent condition; World 
semi-automatic labelers, reconditioned; Interna 
tional and Filpaco disc filter water polishers, re 
conditzoned; Adriance duplex crowner, recondi 
tioned; Lomax No. ™) syrup maker, in good con 


dition ; write or call regarding these unusual 
values ; noes we alumet 5-8900.—FILPACO IN 
DU rete. NC., 2420 So. Michigan Ave., Chi 
cago 16, Til. 5 e 


FOR SALE.—9 plate flash pasteurizer, 22 spout 
siphon filler, 8 ool crowner, all in good running 
condition ; $900.00 for the complete unit; will sell 
separately; 30 bottle accumulating table complete 


with motor and drive for conveyor chain; excel 
lent condition; $100.00; all prices f.o.b. less crat 
ing.—TRU-ADE BOTTLING CO., Berlin, Mary 


land.—5.-1 





FOR SALE... 
A WHOLE DELIGHTFUL OPPORTUNITY! . 


AIDMON 








GoTtLERS' 








HEADQUARTERS FOR 
| BOTTLERS' EQUIPMENT 


Exceptional Equipment offerings: 


16-wide 5-comp. pint Meyer-Dumore 
8 & 12 wide Quart Heil Washers, 1947 
12 w. 4 C. Quart Meyer-Dumore 
5-wide Universal—1948 

6 wide D & L 1947 

12 spout Red Diamond, 1748 

24 spout Liquid, 1947 

20 & 40 Spout Cem fillers 

Dixie Automatic fillers, Models D & F 


250, 500, and 1060 gph Liquid 
stainless steel carbonators 


250 & 500 gph Cem Saturators 
16 head Liquid Mixer 

12 head Cem Tumbier 

16 Head Cem Spinner Mixer 


Large stock of stainless steel 
room equipment. 


syrup 


| Business and property and residence! Wholesale Kine, 


carbonated beverages, drinking water. No bottling. 
Buy merchandise F.O.B. Hollister plant. Exclusive 
franchises on three top sellers in San Benito - 
Old established business. Perfect climate. Practically 
no fog. Unlimited expansion possibilities. Couple could 
handle. Fine modern eight-room home, landscaped, 
own water well. 


HOLLISTER SODA WORKS 
1045 San Benito Street Hollister, California 








REPRESENTATIVES 
WANTED! ! 


Very important West German Essence Dis- 
tillers require representatives in different 
parts of the U. S. for the sale of some inter- 
esting specialties. We need active and well- 
versed agents with best connections in the 
soft drink industry. Write fully .. . 


BOX 915 


c/o National Bottlers' Gazette 
9 East 35th St., N. Y. C. 16, N. Y. 





If it pertains to bottling, 
We've got it. If you don't 
see what you want, ask for it— 


Full information to reliable parties. | 


Exceptional Bottle Offeringss 


5 M cases 6 oz. NUTRI COLA 


10 M cases plain 8 oz., flint and emerald 
green 


10 M cases 71/2 oz. attractive ACL sodas. 










AIDMON 


BOTTLE & SUPPLY CO., INC. 


7615 Third Ave., Brooklyn 9, N. Y. 
BEachview 8-3450 
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HELP WANTED 


Foremen Helpers, Practical Bottlers, Salesmen 





_ HELP WANTED.—Salesman experience in sell- 
ing carbonated equipment to bars, cafes, hotels 
and drug stores in Massachusetts and Rhode 
Island; excellent portunity for the right man 
in a well established company; please state previ- 
ous experience; write; BOX No. W.C. 913.—5.-1. 





HELP WANTED. iS Peehabatal salesmen selling 
to bottlers can make good extra money selling 
our complete line quality extracts as side line; 
write fully, stating territory and lines now carried 
to; DEPT. G.B., LOTUS MFG. CO., Box 136, 
San Antonio 6, Texas.—65,-1. 


HELP WANTED.—Salesmen wanted; old es- 
tablished flavor house wants men; will consider 
side line or full time.—S. F., BOX 809.—7.-tf. 








HELP WANTED.—Decorating dept. foreman ; 
man with full knowledge of silk screening on 
glass; semi-automatic equipment; some mechanical 
ability required; plant in enee oe for ad- 
vancement ; BOX No. V.T. 904.- 











WORK WANTED 


Situations — Salesmen, ——- vintihceles amass 


; POSITION WANTED.— Unusual el RP 
in beverage industry as plant owner, manager 
with excellent record for getting the job done; 
enjoy reputation second to none as franchise man 
and regional manager; have good reason for de 
siring change; willing and able to accept responsi 
bility ; interested in any proposition that has merit 
and where hard work will be rewarded; BOX No. 
W.D. 914.—5.-1. 








POSITION WANTED.—Sales manager or kin- 
dred job; has fourteen years experience as general 
manager of six truck operation; age 88; willing 
to work anywhere in any section of country; ‘ 703 


SUMMITT AVENUE, Apt. 1, Greensboro, N.C. 
5.-1. 








WANTED TO BUY 


Bottling Outfits, Bottles, Boxes, Machinery, Materials 


WANTED TO BUY. — Would like bottling 
franchise and territory with opportunity of learn- 
ing business to eventually purchase fully or have 
controlling interest; will consider any desirable 
location prefer East or South; BOX No. V.I. 
893.—2.-1. 














WANTED TO BUY.—Mechanical engineer 
with merchandising background wants to buy or 
lease bottling plant, and to hear from equipment 
suppliers,, and franchising representatives; DUN 
CAN oe 811 Scott St., Maumee, 
Ohio.—3.-1 


WANTED TO BUY.—150 lb. dry ice convertors; 
CARBONIC SALES CO., 1010 Rosine St., Hous 
ton, Texas.—4.-3. 


WANTED TO BUY. 30-pocket half depth 
shells for small bottles; any quantity ; write condi- 


tion and price; V.V. BOX No. 906.—4.-1 


WANTED TO BUY.—Bottling plant; national- 
ly known cola franchise or independent brand; 
minimum sales 250,000 cases annually; all replies 
confidential; V.P. BOX hanes 1. 


WANTED TO BUY. — 3,000 sails capacity 
lift truck in good condition, reply; 635 E. 12th 
St., Jacksonville, Fla.—5.-1 


WANTED TO BUY. Dry ice convertor, 600 
lb. size or 700 Ib. size or 1,000 Ib. size; THE 
BOOTH CoO., P.O. Box 1682, Huntington, W. Va. 
—§.-1. 


WANTED TO BUY. _—We are interested in ¥ i 
taining about 100 50 Ib. and 100 20 Ib. used cylin- 
ders that can be used for CO:2 B*5i ae two 250 
Ib. dry ice convertors, used.—J. LLES, 2005 
N. Miami Avenue, Miami, Fla.—5. 

















MEYER DUMORE 
BOTTLE WASHERS 


For Immediate Delivery 


®@ 12-wide, 4 comp. double-end. 


New in 1940. Will handle splits to quarts. 
This machine was used by the Pepsi-Cola 
Bottling Co. at Newburgh, N. Y. until 
January +his year. It was well taken care 
of and is in excellent condition. Inspec- 
tion invited. 


©@ 8-wide, 3-comp. double-end. 


New in 1941. Will handle splits to quarts. 
This machine was used by the Pepsi-Cola 
Bottling Co. at Bristol, Conn. In very 
good condition. Inspection invited. 


@ 4-wide, 2-comp. single-end. 
New in 1939. Will handle splits to quarts. 
This machine was used by the Royal 
Crown Bottling Co. at Trenton, N. J. In 
excellent condition. Inspection invited. 


These units can be inspected at... 


BOTTLERS SERVICE CORPORATION 
43-77 Vernon Bivd., Long Island City, N. Y. 
New and Rebuilt Machinery and Equipment 


First in FLAVOR! 
A-1 COLA BASE CONCENTRATE 
“The Cola of Superior Flavor” 


write for free samples to 


CLOISTER LABORATORIES, INC. 
612 No. Orleans Street Chicago 10, Ill. 














ALWAYS BUYING 


Seda Water Tanks— Block Tin Tubing — 
Syphon Tops. Get Our Prices First! 


RELIANCE LEAD SOLDER & BABBITT CO., INC. 


399 Genesee St. Buffalo 4, N. Y. 








BOTTLE SPECIALS! 


20,000 cases Piain flint 12 ounce cap. Miller Hi Life 
shape botties. 10/2 ounce weight and packed 

to a paper fibre board carton. 

4,000 cases Plain flint 12 ounce c rt beer 
shape bottles. 12 ounce we packed 24 to 
@ paper fibre board carton. 

15,000 cases plain amber 7 ounce o. steinie shape 
botties. 10 ounce weight packed 24 to a paper 
fibre board certon. 

1,250 gr. 6/2 ounce emerald green beverage botties 
small initial on neck packed in paper crate 
service cartons. 


The above bottles are priced very reasonable. 
Samples on request. 


SIGNER BOTTLE SUPPLY COMPANY 
Wilstach & Daltca Ave., Cincinnati 14, Ohio 





BRING YOUR BOXES 
BACK ALIVE! 

Reinforce your old and weak beverage 
cases with galvanized Rolled-Edge Box Strap- 
ping, %" wide; in rolls from 60 to 80 pounds. 
Order today! 

S. ERVIN DIEHL, JR. 
1300 N. Front S$#. Philadelphia 22, Pa. 
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THE LAST WORD 


se oR Se SS 


7 ue dairy industry seems to have its dander 
up, and is stepping out sharply to bolster its sales. 
The reports have it that large segments of the 
trade are looking to the increased use of vending 
equipment to spur milk sales, using newly de- 
signed units which are considered mechanically 
fit for the purpose. In Michigan, a local milk 
dealers association has taken cooperative adver- 
tising to plug milk’s virtues, in one advertise- 
ment stressed the price differences between the 
cow juice and “beverages”. We don’t mind this 
kind of a competitive battle; it’s the insidious 
anti-soft drink propaganda which made our short 
hairs rise. And there’s nothing in the wind to 
indicate any change of heart among the milk 
processors. So be warned, brother bottler and 


beware. 
* * * 


Last month in this space we mentioned that the 
brewers were conning the dictionary to find new 
ways to describe the calorie content of their 
beers, and elsewhere in that issue, talked about 
the dim view taken by the Brewers Foundation, 
the Alcohol and Tobacco Tax Unit of the FTC 
and the Better Business Bureau of the spate of 
“calorie” advertising. Lo, in less than a month, 
several of the beer makers have started copy 
changes, which have taken the form of listing the 
caloric content by the ounce or the glass, and 
comparing it to the energy units in skim milk, 
orange juice and apple juice. Some of the brew- 
eries are doing no public calory counting, and 
one New York outfit thinks the whole thing is 
one big mistake. In our field, where dietetic bev- 
erages have achieved a firm footing, we may well 
regard this object lesson in selling and advertis- 
ing the product. 


% * *% 


By way of a sidelight, in a yearly Consumer 
Analysis made by the Milwaukee Journal, in the 
city called the beer capital of the country, beer 
in bottles remains the choice of consumers over 
canned beer—65.7% to 34.3%. The bottle gained 
1.6% over last year’s figure of 64.1%. 


* * 


International note: Recently Britain staged one 
of its biggest home fairs, running for 25 days, 
and with 465 exhibitors. One of them, a soft 
drink firm, with a weather eye cocked on the 
“American invasion”, had a huge poster domi- 
nating its exhibit which read: ‘“‘Ask for Kitty 
Kola—The British Kola’. Well! 








your next / 


sales / 


success! 





@ The soaring sales of low-calorie drinks 
prove America is health conscious. Good 
nutrition through an adequate vitamin 
supply can be another appeal to America’s 
desire to stay healthy. 


Vitamin B,; and Vitamin C are already 
being used by leading bottlers. Some are 
now experimenting with the fortification 


IR BEVERAGES 


of beverages with Vitamin By. 


In more than 17 years as a leading 
vitamin manufacturer, Pfizer has aceumu- 
lated extensive knowledge on fortifying 
foods and beverages. This information is 
at your disposal. 


Make a vitamin-fortified soft drink 
your next sales success. 


’ CHAS. PFIZER & CO., INC. 


630 Flushing Ave., Brooklyn 6, N.Y. 
Branch Offices: Chicago, III.; San Francisco, Calif. 


Vernon, Calif.; Atlanta, Go. 


Pioneers and Leading Manufacturers of Vitamins 













e « e but you'll eventually 


discover JACKSON, MICHIGAN 


is your best source 


ron fing LEMON 


It's good to look around. But for purity .. . 
brilliance . . . and fresh flavor .. . there is 


no finer than ISOLATE LEMON... . 


foole «Jenks 


JACKSON, MICHIGAN 











